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5-15-2008 Agenda Item Number:
Request to award a two-year contract with three, one-year repewal options to Off Madison

Ave for professional advertising and marketing services for the City’s transportation
program.

20080515£slg06 PURCHASES (1004-01)
Yes

(RFP #08-101) Total cost for this contract shall not exceed $770,000 during the initial
confract period.

Lisa Goodman, CPPB, Procurement Officer, 480-350-8533

Michael Greene, CPM, Central Services Administrator, 480-350-8516
Glenn Kephart, Public Works Manager, 480-350-8205

David Park, Assistant City Attorney, 480-350-8907
Sufficient funds have been appropriated in 3916-6751.
Award the contract.

This contract provides professional advertising and marketing services to increase bus
ridership, promote the new light rail line, market the Orbit system to Tempe residents,
promote bicycling and walking as alternative modes of transportation and enhance the
public perception of Tempe in Motion (TIM) in the community. On April 8, 2008, the
Tempe Transportation Commission recommended awarding a professional advertising
services contract in the amount of $385,000 per year to Off Madison Ave. This represents
an increase of $50,000 per year in the amount spent on advertising production and
placement (but still within the existing marketing budget). The contract will include
comprehensive branding of the City’s transportation programs and monitoring of all
media placement, as well as evaluation of effectiveness.

Thirteen responses were received. An evaluation committee comprised of representatives
from Public Works and Procurement along with personnel from RPTA and ASU reviewed
the responses and scored them according to the criteria listed in the Request for Proposal
(RFP). Off Madison Ave received the high score and is recommended for award.



Agency Philosophy

Off Madison Ave was founded to challenge the marketing status quo by, simply put, accepling responsibility.
Thae philosophy: Strafegle communications are only efective when they measurably impact consumer
behavior - and research and stralegy, adveriising, Interactive marketing, media planting and buying and
putilic refations must work together seamiessly © this end, Ultimately, OfFf Madisen Ave believes in resulls.

The focus of marketing efforis should be on the quantifiable dilivery of resulls and idess, not simply pre-
determined objectives. Off Maclison Ave calls this RO the Return on ideas. Collaboration s the key o
achieving this and Off Madison Ave weloomes the opportunity to work with the City of Tarnpe and Tempe in
Wotion to develop a customized measurement lrstegy and methodelogy for each marketing program
component. In this way, ongoing evaiustion and program refinement are based on agreed-upon metricy
redevant to the Clly of Tempe and Tetps in Motion,

To generate positive results for clients, the agency relies on a proven, sound methodology. No maller what
chetlenge a client fs facing or benchmark they are trying to surpass, Off Madisun Ave delivers creative and
effeciive soludions detived by a very simple markeling dovlrae: Plan, Create. Achiave.

Fian. Begin ezch assignment with no preconceived notions. Rely on sirategic planning based on consumer
insights, not instincis. Take the fime to obtain and evaluate gl necessary information to determine a clear
plan of afteck complate with defiversbles ard sction Hems,

Create. Draw on the national and international experience of the agency’s talent to develop breakihmugh
idess. Approzch cliant objpotives i all sides ko provide creative solutions tet addrass specific issues,

Archisve. Deliver inlegrated campalgns and sirategic solulions thal maeel or exceed clierds’ marketing goals,
validated by quantifable results,

Off Madisor Ave has had the privilege of working with 2 variely of local, national and infernational clisnls ina
wide range of industries including financisl, retal and consumer produsiy, technology, hospitality, the aris
and enlerizinment and ner-profifs. Additionsily, the agency is skilled In working cohesively with cllents' other
partners andfor vendors as part of a collaborative marketing tsam,

Each sucoessiul relationship established with 2 olient is rooted in the agency’s approach i markeling
comimunications, which produces greater efficlencias for the marketing doflar avd Ulimately more cosk
sffective msulls.



O Madison Ave

Key Personnel Resumes
The sutoess of OF Madison Ave s dus shtirely o the colisctive efforts snd passion of each and every

person working here. Following are the resuemes of the key personnel for the city's Tempe in Motion scoount.
Pam Greene will be the Accouni Manager for the City of Tempe's Tempe in Molion account.

Rooer Hurni
Yiork Ex

i’aﬂnet and Creative Director
Off Madison Ave, Tempe, AZ
1998 to Present

«  One of the two founding pariners, Roger ings & unitue perspective as & crestive direcior and business
awner to the cllents of the agency. While Roger's oreative background spans 22 years of regional,
rational and infernational agency experience, he's a rarify among creatives in that he can read a
balance sheel, His ability to combine distinclive creative solutions with sound business asumen makes
him unique amongst his contemporaries.

*  Oversess creative development In the agency including creative applications from every group, as weli
as media, public relations and inferaciive. i is Roger's befief that creative results don’t stem from Just
traditional vehicles such as TV, radio, print, and direct marketing, but are tuly accompiishad wheh you
can sonnect with audiencas on helr tarms ~ one of the reasons he was one of the first creative directors
in the western U.5, to successiully modernize the traditional creafive departmient by fully integrating
Interachive marketing angd Web based inifiatives. Roger dirscts creative based on messaging,
establishing the correct verbad cues o corvey the emotionst messaging necessary to shange customer
behavior first and then focusing on delivery models second.

+  Co-Lreated the Plan, Create, Achieve model of markefing that allews for the most successful marketing
approach possibie combining brand planning and goal assessment with creative message solutions
defivered through measurable and quentfizble melrics. As an agency principal, Roger plays @ key role
throughout the deployment of this methedology.

*  Ghares in the development and nurturing of O Madison Ave’s cutture with his business pariner, David
Anderson, Thelr philpsophy is one of respact, enfrepreneurshin and collaboration, which applies {o the
entire staff. When Roger penned these words he and David knew that Respect for everyone's idens and
opinions would allow for sirong relationships and understending amongst the different depariments
within e agenoy. Entreprensurship fostars an environment where evaryone can develop uninue
solutions for clients and efficient processes for the agency. And finally, Colfaboration ensures that
everyong works fogethor os a team 86 sur clients recelve only the best possible resulis.

«  Chent expetience includes; Mrizona Republic, Alronic Americas, Citizens Clean Eleolion Campaign,
BME, DC Ranch, est You, Majestic Gaming, Nallong indian Gaming Asscciation, Pirinacle West
Capftal Corporation, San Manue! Indian Bingo & Casing, City of Tempe, Casino Det Sof, Vestar, P.F.
Changs, Pei Wel, PETSMART

Freelance Art Director

TWEAIChiat/ay, Maring Del Ray, CA

1998 {0 1998

«  Hired by the agency to develop and produoce the olbnwing season’s felevision sampalgn for the ABC
network. Responsitle for concept development, pre and post-production and campaign implementation.



O Madison Ave

Assoviate Creative Director

Rigster-Robh, Phoenix, AZ

1004 {0 1998

«  After two years of freelance sialus, Roger was tired full-dime to devaiop and run the crealive
depastment, He provided westive dgirection on many of the agency’s acoounts, as well ag handling the
hiring of the department’s stafl. Roger was akso responsible for the day-day operations of the crestive
departrsent including—but ot limited fo-managing clients, scheduling prejects, and scting ag the
creative fialson with accourd execufives. Roger also was a pan of the agency’s management leam
narticipating in 2l mestings and developing many of the agency’s procesaes based on his national angd
intemationa) agency and client experience. Accounis ncluded; Arizona Tobacen and Education
Program, Arizona Clean Alr Commission (RPTA} CHIf Castle Casino, fintorola, Pacllic Century Bank,
Tosco Gorporaton.

Creafive Birector

Fhe Martz Agency, Scolisdale, AZ

1993 te 1094

»  Rogerwas the creative lead on all agenoy accounts and a part of the agency’s senior management
team. Besides substantiat client interaction, he managed all aspects of the creative depariment from the
Fiting of staif ard creative iraining to preject scheduling and protedure development. Accounis included;
Dl Wabh, New Tetritory, Hancock Homes, Scoltadale parachaifudi, Scoltsdale Jaguar/Range Rover,
Micrechip.

Sevior Art Director

WicCann-Erickson Worldwide, San Francisco, CA

1599 to 1983

+  Responeible for strategy and creative devalopment of catmpalyns &8 wall as the management of creative
process through final production. Accounts inchuded; Safeway, San Jose Mercury News, California Milk
Advisary Board, Wells Fargo Bank, UPS Europe and Gillette Eurobe, Dal Monte.

Art Birector

PaillipsiRamsey, Phoanix, AZ

1884 fo 1991

»  Responsible for the development of multi-media campaigns from concept through finat production.
Acoounss included; Doubletree Hotels, Wester: Savings, Tane Bell, Safeway, Coventry Homes,
Honeywell, Adzona Public Service, Sun Valley Waterbeds, PETsMART.

Accomplshiments:

» Started OF Madison Ave with David Anderson and two Visa cards and turned i into one the most
respected companies in Arizona and one of the fastest growing agencies in the Southwest,

»  Life-long studest of Spanish 1o better understand the cultural and sconomic implicatians impacting the

Us.

Suscesslully merged the number one Interactive marketing firm into the agency and ifs cuilure

2005-2007 Rarking Arizona, sumber one Pubiic Relalions firm

2004-2007 Ranking Atizona, number one Interactive lirm

2606 Small Business of the Year Finglist

3004 Ranking Arlzona, number one Advertiging agency

2603 Ernst and Young Entrepreneur of the Year Finalist

2003 Second place for most respected company In Arizona

2002 Fastest Growing Companies is Arizona top 10 Flnediat

2002 and 2003 Board Member of The Phoenix Advertising Gty

1896-1998 Developad many of the Tobacce, Tumor Causing, Tecth Staining. Smelly, Puking Habil

television commercials which ran in nearly 40 states
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Civic Commifments:

Phoenix Youth at Risk

Arizona's Chiklren Assockathon

Boys and Girls Club of Arizona

100 Club (organization commitiad to the families of falien Police Officers and Firefighters)
Freedom for Life {disabled Veteran's outreach group}

L 3

£ 5 & °

Awards:
+  Clio
+ Cannes Lion
«  Adwesk - st Place Best of the West, Dutdoot
«  Twno National ADDYS
o Numerous Distdet 12 ADDYs
*  Radip Mercury Awards
s New York Festivals Floalist
sty

v Cason-Roberts Crealive Course
+  Co-sponsoret by ChistiDay, fhe emphasis of this course was placed on i conceplual process
and was taughtby Didhiduals such as Lee Clow, Paul Keye, Larry Postaer, Stave Mayden, Bob
Kuperman and Jeff Gorman
«  Asscciate of Arls Degree, Glendale Community Coltege

Tolal Years of Industry Experience: 23




Director of Strategy, Marketing & Madia

OFF Wadison Ave, Tempe, AZ

2607 1o Prosent

»  Jason Jeads the agency's strategic planning efforts, devising marketing programs thal geherate
measUrable resiults for clients.

+  His responsibility is fo harness the firm's combined strategic and taclical capabiiities to improve clients'

hesiness sucoess. His team includes marketing professionals, accouni managers, interactive speciaiists,
g mhedia planners. .

»  Heworks closely with alf agency clients to undersiand thelr operations and plal a mid and long-term
success path that s grounded in retum on investment.

Senior PDirector, Interdctive Services

Off Wiadison Ave, Tempe, AL

20085 to 2007

«  Was responsible for planning and oversight of all interactive activiies, including Internet strategy, Web
site design and development, anfiae adverlising, emall marketing, search marketing, and specialfized
setvices such as usability testing and Web-based contests anid promotions. Jason also managed the
agency's fneractive marksting team.

. Jason worked directly with David Anderson and Roger Hurni 1o plan the strategic growth of the
interaciive division, which has increasad in size by nearly 300 percent over the past three years.

«  Client experlence includes; frlzona Cardinals, Arizona Highways Magazine, Arizona tottery, Arizona
Public Service, Arizona State University, China Mist Teas, Citlzens Clean Election Gommission, City of
Phoenix, Glaire Burke, Cold Stone Creamery, DMB, Equine.com, Fairylale Brownles, Greater Phoenix
Chamber of Commerce, Greater Phoenix Convention & \isliors Bureay, The Litle Gym, Marriolt Hotels,
Nike, Phoenix Children's Hospital, VIACK Corporation, Vitabath and Willams Gateway Alrport.

Founder

Wighty Intersctive, Phoaenix, AX

2000 to 2005

«  After starting one of the Valley's first interactive sgencies in 2000, Jason grew Mighty interactive to
besome one of the Seuthwests most respected Internet consultancies. Bpecializing in Infernel strategic
planning and online advertising, Mighty Interactive was the outsourced inferactive services arm for most
maior advertising firms i the Phoenix area before being acquired by Off Madison Ave In 20085,

Senior Director, Intersctive Marketing
Visitalk.com, Phoenix, AZ

2006
« Jason managed af anfine marketing and advertising initiatives for visitaik.com, 2 mejor steriug internet
company praviding free voice and video callz onling, He was responsible for menaglng online ad
campaigns of $500,0004+ per month and overseelng an in-house team and multiple agency pariners. No
fonger in operation, visiialk com was the forerunner of many of today's free online comrunication
senvicss such as Bhype.



OH Madigon Ave

General Manager

azfamily.com, Fhoendy, AZ

1986 to 2000,

«  Jeson bunded and maraged azfamily .com, the online home of KTVK 3TV, WE-81, Phosnix Magazine,
ang KEZ 99,9 FM, Hitsd by Delbert and Jewel Lewis, owners of the family-operated MAG America
Communications, Jazon furned Azfamily com into one of the nation's largest and most highly regarded
television stafion Web sites, and under his leadership azfamily.com was alse one of Arizona’s feading
Wek: site design orgenizations. The Lewis family sold the company in 19998 and azfamiy.com is now part
of the BELO Corporation of Dallag, Texas.

Vice Presidend of Marketing

Interaet Direct, Phoenix, AL

1985 to 10488

« J=zson was responsibls for all eales, marketing, and Web site design inifiaives for a pioneering globed
internet ancess and Web hosting company. One of Sie fisst firms to offer vitlua! Web hosting I the world,
interred Direct grew from 150 cllents In thres countries, fo 1,200 cllents in 23 couniries under Jason's
leadership. The firm was soid o Mindspring (pow a part of Earthlink) in 1008,

Public information Officer

Arizona Depariment of Juvenile Corrections, Phosnix, &2

1986

- Jeson menaged media retstions, community refations, facllity tours and other duties on behaif of the
Arizona state agency.

Marketing Manager

Whaste Matagement, ine., Phoenix, AZ

1003 to 1995,

- AFortune 30 company, Wasts Management provides garbage collaction, recyeling, landfil and sthat
services i residential and corporate clients across e world, As Markeling Mansger for Arizona,
Jasur's dutivs included creating adverlising and collateral malerials, servicing major accounts, and
overseeing communily relations aclivities including facility tours and school recycling assemblies.

Birect Mail Managar

U.8. Senator John McCain Campaign, Phoenix, AZ

1982 ,

+  Responsible for wrifing, design, strategy, testing, and results for alf divsot mail (and some print
advertising) initiafives, Jason alded in the 1882 reelection campaign of U, Senalor Jobn MoCain.

Avcouwnt Execufive

felson, Ralston, Robk Communications, Phoenix, AZ

1991 to 1992

- Jeson mansged comorate clients, created public relations caropaigns, wrole press releases, pliched
slories o madla, and worked closely with the Rem's creative department on advertising strategy and
axecution.

Aceomplishenents:

+  Merges Mighly intoractive with OfF Madison Ave In 2008 o create an iegraled marketing agency
+  Founded Mighly interactive in 2000 using pessonal credit card and bullt if to become a leading oniine
agency in the sotthwest

2004-2007 Ranking Arizonag, nurmber one interactive firm

2004 Phoenix Business Journal Best Interactive firn

2004 to prasent, internet marketing oolurmnist for bizAZ Magazine

2000 Inaugaral Business Joumal 40 Under 40 1ist

1897 Launched azfamily.com Web sile

1608 and 1897 Nafional President, Ad 2

1004 and 1005 Prosident, Ad 2 Phoenin
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O Madison Ave

1962 youngest Congrassional campalign manager in America
1987 Fiinn Foundation Scholar

Civic Compmitmenis;

-

Board Member, Greater Phosnix Chamber of Gommerce
Former Board Member, Southwaset Human Development
100 Club torganization committed to the families of fallen Potice Officers and Flrafighters)

Aivards;

-

»

»

-

Web Marketing Association, Best Healthcare Web Site in U.S.

Web Marketing Association, Best investor Relations Web Site InU.8,

Multiple Polfie Awards {(American Association of Political Consultants)

Numerous ADDYs - ,

Mare thar 20 awards from the Ametican Advertising Federation for looal ad club exesliance

Bachelor of Arle Degree, University of Arizona, Graduated Magna cum Laude
Ph Beta Kappa

Study abroad program hroughout Europe in 1988

Surarner sbroad progee in London in 1889




OH Madison Ave

Freslance Agency Producet/Broadeast Business Manager

Off Madison Ave, Tempe AZ

2000 to Pregent

+  Barhara has worked as a permanent Feelance staffer at Off Madison Ave for nearly & years, biinging
over 25 years expetisnce and a verfed chent background o benefit Off Matlison Ave's dlients. As
protucer, Barbara’s responsibilities range from problem soiving in creative concepting: presenting
hongy-soiving solutions, as well as alt pre-production; production and post-production dufies.

v As Broadeast Manager, her responsibilifies include alt legal and network corresponddence and spprovals,
&l talent negotiating, talemt paperwork, job closing, as weli as traffic neads.

v Client experience includes; Anihem Outlet Mall, Arizona Republic, Afronie Amerdeas, Cllizens Clean
Election Cormmission, DMB, DC Ranch, San Manual Indian Binge & Caslno, City of Teinpe, Casino Dat
Sol, Fascinations Superstores, NEXT Student, PETSMART, Strategyn tnc., VIACGK Corparstion

Agency Producer .

Various Agencies, Metro-Phoenix, AZ

1986 to Present

«  Batbara has been & Freclance Agency Producer In the Metro-Phoenix since 1086. Her respongibiiiies
varied from agency io agency, from being involvest in the concepting stage, to taking the productions,
including radio, TV, and video production, threugh production and srafiicking.

Agencies and clients include:

o (Oramer-Krassel — Dotvino's Pizza, Vallsy Toyota Deslers

«  Chapter 2 -~ Del Webb, Pulle Homes

+  Lavidge & Baumayr ~ Arizonang for Wildlife Conservation, Hashas, Bird's Mest, Copperwynd, Coyoles
Hookey, Del Webb, Norwest Bank, Phoenix International Raceway, Really Exacutives, Stendand Pacific
Homes, St. Joe's Hospital, Walis-Fargo Bank, Woodbine. 8 Degress  Fairmont Resorts & Hodels

s Risster-Robb — Arizona Dept of Health Services-Tobaceo Education and Prevention, Arizons Soiehee

Museum, California Departiment of Conservation, First Haticnal Bank of Arizona, Flagstelf Chamber of

Contmerce, Macayo's Restaurant, Medicls, Southern ldaho Machonald’s

SHR -~ Eaivmont Hotals and Resoris

The Santy Agency ~ Coldsione Creamery

Moses-Anshall — Pater Piper Plzza, Arizona Department of Tourism

KPNXCTY - Direct

Thermas-Tvert, Inc.: Chule K, Agache Gold Casing

WFC Advertising ~APS, Arizona Lottery, Arizona Traditions Bathitf for President, Biug Chip Compulers,

Broadway Southwest, Circle K, Coldstone Creamery, Continental Homes, DaiwaDesen Weuniain,

Discover EinancialiArizona Mils Mall Corp, Estes Homes, Emporium Capwell, Evergreen Lawvns,

Groupe Homes, Home Federal Savings, KNIX Radio, Phognix Greyhound Park, Phuenix Newspapers,

Ban Diego Union/Tribune, Southwest Savings, Valley Ford Dealers

»  Direct Cllents include Bhue Crose/Blue Shield, HERS, i-Talk, JDA, New Vision, Ride Share, Tarrey
Homes, Tribune Newspapers, University of Phoenix, Valiey of the Sun YMCA
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Agency Producer

’Arcy-MacManus & Masius, Chicago, IL

1979 ~ 1884

+  Responslilies inciuded afl phases of production for national client.

+  Glients included: Alberto-Culver - New Products Division, Alfied Van Lines, American dairy Assodiation,
Amoco Oll Co. — 5 Divisions, Budgst Rent-a-Car, Chicago Sun-Times, Jewel Food Sfores



Associate Producer

Hackenberg, Normann, Krivkovich, Inc.,, Chicage, i 9

1679 .- 1884

«  Responsivilittes included sl phases of production for nationat cllent,

«  Clients included: Hyatt Regency Chicago, Hyatt Regency Watertower, Hyatt Regency O'Hare,
Hickemntidge Homes

Civig Commitmenis:

Arnerican Association of Adverlising Agencies

Phosnix Ad Club

Soreen Actors Guild

Asnerican Federation of Television and Radio Artists

Califorria Produstion Soiety

Ackzong's Chlldren Association

Fnoanix Youth at Risk

100 Club {orgatization commitied tu the fariies of fllen Police Officers and Flietightars)
Hospics of e Valley

. 2 ¥ B *F B ¥ B

Awarde:

¢ Numerons Distdet 12 ADDYs

«  Radio Mercury Awards

«  Numerous Regionsal Telly Awands

«  Bacheior of Arts Degree, Unlversity of Hinols

W0



Associate Creative Director

O Madison Ave, Tempe, AZ

2004 to Present

»  Julie began her career af OFf Madison Ave as a produsiion arfist assisting olher art direstors. Julie
gulckly showed her proficiency n conceptual design and skilt and was promoted t© the position of Art
Direcior and then Associele Creative Director. In thig pogition Julie performs client duties by generating
creative content including the visual desigr, artwork, photegraphy, type style and ofher erlistic material
that go inlo published materials stich as print, broadvast matettals, Web and other mediums. She also
pariorms Agency daties such a8 reviewing and approving any cresthe work when the Grestive Direclor
is unavallable, fielding issues from other groups including but not limited to concept and strategy
direction, aft direction concerns, cupywriting concerns, workfiow, and project scheduting.

«  Client experience includes: Arizona Republis, Atronic Americas, Citizens Clean Eleclion Campaign,
DB, Wialestic Gaming, National Indian Gaming Assoclation, Pinnacie West Capital Corporation, San
ltanuet indian Bingo & Casine, City of Tempe, Casine Del Sot. Vestar/Tempe Marketplace, P.F.
Changs, Pal Wel, Viack, Clatffacts, Esscentust Brardds, American Funds, and Capitol Group, Avnst,
Enuine.com, h;zS’anDlego, Fasoinetions, Phoenix Arf Museum, La Cense Beel, NYPD Plzza, Geoffrey
., Edmunds & Associates

Besigner, Production Artist

RER Images, Fhoenix, AZ

2000 to 2081

»  Hired by the firm to be responsible for development, sonceptualization, kyoul, production and praflight of
graphic matera’s including, magazines, adverisaments, brochures, corporats ldentities, posteards ate..
based on client needs. Julle's projects included entive desion & layout of Tycoon Magarine {Oot 2000)
adiforial pages a3 well as prefiioht of afl advertisements, comprehensive corporate identity including
business cards, gift cards, gift cartificalss, club cards and four color oonverled enveiopes,

Designer, Webmagter, Bystem Administration

Duke Photography, Phoenix, AZ

1996 to 2000
Jugfle hld 2 multifacetsd posiion during her tme ai Duke Photoegraphy. Her duties included; graphic
desiga and Marketing: tickets, posters, T-shirts, invitations, backgrounds, and bocklels for high school
svents, studio rewslsiters, poinb-obtale and window displays, Qift cerificates, Prom and sports
proposals, n-house Iorms, prlos bets, posters, single use camers wiappers, newspaper and magazing
ads. She was alse Webmasler In which she was responsible for Websife research and development,
design, conceptualization, Implementation, engoing upgrades and updates, emal managemant,

siatistics and traffic reports, customer refationship developrment. Along with fese dultfes Julls acted as
Systems Administrator.

Desigher, Pre-press Production

Grafy naging, Scottsdale, AZ

1987 to 1998

e JuBe was responsible for conceptual development, design and production of advedisements, logos,
corporate identities, newsletiers, ietierhead, business cards, and brochures along with overseeing the
pre-press of dightat fles for cofor printing, prefiight and bouble-shooting, file development, run

spucifications, proofs, trapping, rmatchprints, mposition, cutputiing fles fur separation to film and RC,
amwd paste-up,

11



Off Madison Ave

Acepmplishments:

Off Madison Ave staffer of the Month November 2006
Created award winning campalgn for VIACK Corporation where 2172 sales lesds were generated, 1472
more han the gosl.

Facilitated DMB photoshoot with a budget of over §150,000
Self taught many computer programs {curmenily learning editing DVDs) and continues technology
aducation

Civic Comitments;

. B & *

NPR and PES member

Arizons's Children Associafion

Boys and Girls Club of Arizona

166 Club (organization commitied o the families of fotien Polive Officers and Flrefighters)
Fresdom for Life {disabled Veteran's outreach group;j

Foerards.

-

Orne Siver ADDY
Five Brovere ADDYS

Education:

Bachelor of Fine Arls, Photography, Atizona State University, Graduated Sunung CunyLauds
Honors thesis was on seanning and printing graphics at ASU, this materist was vsed as the texthook for
the first digital photography course at ASU by Professor Bitl Jenkins.

Tolal Years of Industry Expedence; 12

12



Ashiey Duncan

Work Expetience:

Production Artist

Off Madison Ave, Tempe, AZ

1998 0o Present

»  Ashley draws on her many years of production experience In working directly with arl direciors sad print
production manage's on the mechanical production of prinfed places 1o ensure the highest qualiy
reproduction possibie. This includes making any final changes fo files, prepping files according to printer
or publication specifications, makihg sure fles are able o reproduce & the best Yuaility, minor color
corrections, phola retouching and traffioking ads to publications a8 needed,

»  Ulisnt experiencs includes; AmSafe, American Furids, Arizona's Children Associafion, Arizona
Technology Councll, Alronic Americes, Best Wastern, Boys & Girls Club, Gitizens Cleen Elections
Cormmission, DMB, JDA Software. MYPD Plzza, San Manue! Indian Bingo & Casihe, Casing Del Sol,
Yestar, VIACK Corporation

Production Artist
Reister-Robb, Phoenix, AZ
1697 to 1898

»  Client experdence included; Arizona Clean Alr Commission (ROTA), Gity of Tempe, CHT Castle Casino,
Kiotorote, National Bank of Arizona, State of Arizona Andi-Smoking Campaign

Education:
»  Bachelor of Fing Arfs in Graphic Deslgn, University of Adzcna

Total Years of Induslry Expatiance: 10
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Copywriter

O Madison Ave, Tempe, AL

2008 to Prosent

«  As part of the agency’s creative team, Holly rises fo tha dally chalienge of crafling messages for clients
while jugging muitiple projects simuitaneously. As 5 selfmotivated copywriter, Holly's communication
skilis are used to creste effective messaging distinet to each ofent.

»  Foflowing the agencies model of Plan, Create. Achieve., Holly concepts and writes pleces and
cempalgns in a variely of mediums including buf riot limied fo; print ads, brochures, Web banners,
Websites, bilboards, television, radio and dirsct mail. Holly also pulls from her knowladge of grammar
and vocabulary when proofreading not only advertising materals by new business presentations as
wall,

»  Client experience includes; Arizena Republic, Alronic Amerioss, Boys & Girls Clubs of Meiropolitan
Phogaix, Citizens Clean Election Campaign, DMBiMariey Park, Esscentual Brands, Fascinations,
Filmtoop, NYPD Pizza, VestarTempe Iarkeipiooe

frenlance Copywriter

4 Sweet and Associztes, Phoenix, AL

2065

¢« Concepted and wrote various advertising arid prometional pisces including print ads, brochures, direct
gﬁaél and more,

o Client experiences included; Great Westem Alr, Litle Blus Chaa Choa, Kaob Cresk

Executive Assistant

Mistoric Theatre Group, Ninneapolis, MN

2003 to 2604 :

. As the Exscuiive Assistant for three major theatres it Minneapolis (State, Orpheum, Paniages) Holly
drew upon her high-tevel multi-tasking skfils In this fast-paced environment. Assisting the President,
CEC and Manager of Client Services, Holly was responsible & myriad of duties including; wiiting and
distribufing all theatrelperformet contracts, covrdinating monthly donation requests, coordinating VAT and
press invitations for Broadway serles, coordinating srave! arrangements and dally use of the
Ticketmaster ticketing systerm,

Freplance Copywriter
B8, Lane, Phoenix, AZ
2002

»  Concepted and wrote various advertising and promotional pieses inchuding priot ads, brochures, direct
mait and mare.

«  Client experience inclided; Arizona Lotlery, The Afirona Biltmore, Xanterra National Parks, Rock
Resorts ,
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Tatent Buyer/Promotions Lead

Fine Line Music Café, Minneapolis, MN

{496 to 2002

+  Holly began her career at the Fine Line Music Café in ticket sales and within her first year was promoted
1o the miti-faceted pusition of booking new bands, assisting lead terlerd Duyer and hesding up
pramotions for the live venue. As talent buyer Haofly coordinated betwean two-to-four fucat band mghts a
waselk with four hands per night, As promotions lead Holly wrote press releases for every national aot that
played the venus, sreuted monthly calendars, media blasts, Web site updates and fachitated el internal
venue communications.

Ascomplishmernts

+  Consistently met and exceeded goal of 3¢ customers per band on "New Band Might” st Fine Line Music
Cefo

+  @tudent ad chosen {o be featured in 2004 issue of CMYK magazine

«  Off Madison Ave Stafier of the Month Aprll 2008

Education:
s Copywriling Certificate, Brainco - The Minneapelis Sehoot of Advertising
«  Associete Dagres, Liberal Arts, University of Minnescla

Total Years of industry Experience; 11
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Ruben J. Mufioz
Woik Exoerience;

Print Production ManageriCreative Manager
O Hindison Ave, Tompe, AZ
2004 to Present
»  Ruben is responsible for agency print produstion management, gsfimating of agency hours and all
related outsids hard coste. He negotiates and purchases all outside hard costs (publication materials,
sheet fed, Web and specially printing, out-okhome posting materials, fuififiment and incentives).
Ruben also maintalns the agency porifolio in is varicus forms {print, collateral and bromdeast),

¢ Overthe years Ruben has honed his experise in ait phases of production for print adveriising,
collateral, direct mail, oubol-home and specially from congept to finish. Koeting the stalf on fask,
Ruben assists i scheduting work flow and svergesing imelines and he also trains &l new employses
on the use of all agency systems {particularly fraffic and time enbry).

«  When i comes o day-to-day needs, Ruben assists the ACD and CD in managing the Creative
Department and will assist creative personnel on an as-needed basls including assigning and hiting
frestanice staff,

«  Client experiencs includes: Atronie Amertioas, Citizens Clean Election Campalgn, DMB/Merley Park,
DMBIG Ranch Market Streat, ideal You, Majestic Gaming, National Indian Gaming Association,
Binnacle West Capital Corporation, San Miguel Indian Bingo & Casino, City of Tempe, Casino Dal Sal,
Vestar, P.F. Changs, Pel Wel and FETsMART.

Print Production Manager

Lavidge & Baumayr, Scotisdale, AZ

1683 te 20601

o In this role Ruben was responsible for ageney print production managemsnt, estimnating of agency

hours (intemal as well as external) and all releted outside hard costs. He proactively negotiated and
surchased most ouiside hard costs (publication materials, sheet fed, Web and specialty prinfing,
msiﬁémenh incentives, lugtration, photography and freelance lalent) art managed Traffis and
Production.

+  During his tenure, Ruben stccessfufly impleme nted and standardized new production and traflic

procedures, he resfrycturad production department to promote hirng from weithin and revamped and
standardized al infernal employee ard biling codes.

+  Partial client st included: Wells Fargo Bank (Norwest Bank), Det Webh Carporation - Sun Cily Grand,
Bashas, Vitabath, Promostory, Standard Pacific Howes, Phoenix Joyoles, Phoenix International
Raceway, Realty Executives Intemational, The Orpheum Theatre, Pepsi, Xerox, The Dial Corporation,
Cellular One, Motorola, Intergroup, Flesta Bowl, Arizona Pubfic Service, Discount Tire, Pinacor and
Degert Mouniain Properties.

Proguction Managetf Office Manager

Timmerman Design, Phoenix, AZ

1882 1o 1993

+ A this design studio specializing in retei! and direct mail coliataral, Ruben was responsible for all studio
print producton management and was rwolved in alf aspects of production management, acoount

"

service and traffic. He also covrdinated and regotiated the purchase of all outside peoduction services,

- Chent exparience included; Carter Hawisy Hale, Crectit Marketing Division, patent corpany of a national
department store chain and Samaritan Health Services, operator of health care faciities in Arizona and
California.
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Vice President { Actount Supervisor

Temple Advertising, Mesa, AZ

1988 to 1002

«  Ruben was actively involved in all aspects of strategic develupment, actount planning, supervision and
day-fo-day activity, and responsibls for thres fargest ascounts; inter-Tel, Ing., o nations) manufaciurer
and distributor of telecommuications systems; Computer Guidance Corporation, # nalional developar
and marketer of construction estimating sofware and Caretaker Systers inc., at the time, the largest
internationsl manufacturer and distributor of In-ground swimming poot cleaning, chtotlation and alans
systams.

Dirgctor of Greative Services

.....

1983 to 1888
«  Rubsen directed and managed a ull servics n-house sdvertising agengy.

«  Largest in-house olients included American Continental Real Estate Division, a major US land
developmant company; Grescent Hotels, a bulider and operator of xury hotels in Adzona and Michigan;
Lincoln Savings and Loan Association and Continental Homes, Inc., Arizone's lergest home builder.

Sducation.
«  Bachslor of Fine Aris Degree, Graphics, Atzona State University

Tobad Years of Industiy Experience: 26
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Mary Jean Flamer
Work Experion

Media Director

Off Madison Ave, Tempe, AZ

2000 fo Present

v One of the first hired by the agency, Mary Jean brings over 30 years experiencs 1o the design, siategic
plannitg ahd execution of media campaigns. Not only has Mary Jean planned for and purchased all
ajor media, including newspaper, outdoor, magezines, loeal, regional snd nafional network and
syrdiceted redio and local, regional and nafional nefwork and syndicated ielevision, she is also
knowledgeable of new media tactices, inglading internet and interactive advertising such as TiVo, and
satelite.

* Maa'agﬁs and is responisible for the media strategy, planning, negotiation and placament of print,
broadosst, online and outdoor media for o wide vardely of regivnal and national accounts. Supsrvisss
media personnel 1o include adminlstration, Yefficking and audits of all madia buys.

= Solected and set up the state-of-the-art media research canpbilities of Off Madison Ave to include not
only siafistical measurement of all media, but also the qualitative end He-style profiles of media
audiences. With this computerized system, the media group can effiviently identify audlence groups that
maich client profiles,

»  Ciient experience includas: Adzona’s Children Assockation, Arizona Republic, Big Bear Mountain Spring
Water, Casing of the Sun, Casing Del 8o, Citizens Clean Elections Campaign, DB Associstesiariey
Prarc, NYPD Pizza and San Manus! indian Binge & Casino

Modia Consultant

Various Agencies, Svottsdale, AZ

1997 to 2080

»  Mary Jean was cohtracted by regions and nafional adverlising agancies o place broadeast time for a
variely of regional and national accourits. She budgeted, planned, negotiated and placed adverising on
radio and TV stations, and she met or exceeded coffent goals within budgetary Hmits.

»  Chsntsincluded: Nomwest Bank, Group Advantags insurance, Six Flags/Greal America, Viesio Pickles,
Kraft ardd ComplISA,

Office Manager

CESE Radio Represontatives, Phoenix, AZ

1983 to 1997

+  Established the Arizona office for the company, primarily (o service the CompliSA account in Dallas, TX,
which was the firm's largest aseount. :

Account Execulive

f.os Angeles, CA

«  hary Jean was respansible for the commereial time sales for 50 represerted radio stations nationwids t©
major advertising agencies dnd clients. Her duties included preparing and presenting sales
presentations face-to-face, developing farget accounts and calling on new and existing clients. Since she
taught a buying/planning souse at UCLA, she was given ihe responaibility for training and sducating
agency personnel abod the medium of radio.
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Instructor

UCLA Extension, Los Angeles, CA

4982 tn 1985

+  WMary Jean taught "Technigues of Planning/ Buying Broadeast Media” 1o professional advertising agency

and broadoast station personnel, This course coverad buying, planning and negotialing brosdeast
comrnarcial tma,

Vice President/ Network Television and Radio

Western Infernational Media, Los Angeles, CA

4982 10 1583

«  bary Jean was responsible for the purchase of national network television and radio commercial tme for
the: largest media buying frm on the West Coast.

s Client experience included: Denny'’s Restauranis, Winchel's Donuts, Malpaso Productions and Lee
Mails.

Broatlcast Supervisor

ChiatiDay Advertising, Los Angeles, CA-

1981 to 1982 _

«  Managed the spot buyirg group for radio and tefevision. She skpervised four buyers who purchased

commercial ime for a diversa group of nationat advertisers ncluding Olympia Bear, Apple Computer and
Yarnmha Motoroycles.

Wedia Birector

Eotomat Carpotation, San Biego, CA

1878 to 1951

« Supeniset and managed e radio and print buying group for the in-house agsnoy for the lergest radio
account on the West Coest. She also supervised the agency and the miedia buying sérvice for ali
television comraercial fime buying. Her group bought radio firne in oves 80 markals,

ftadio Broadeast Bupervisor
Tod Bates Advertising, New York, NY
1875 10 1878

+  Supervised the purchase of $20 million worth of spot and network radio time. She managed four buyers.

«  Clhont experience included: National Adrlines, Chesa Manbattan Bank, Warnor-Lambet, Wonder Bread
and the .5, Nawy.

Media Buyar

B.B.[1.0. Advertising, Now York, NY

1073 to 1973

«  Pirchased radio and levision commercial fime for major accounts including Burger King, Pepsi-Cola,
Breck Shampoo and Schaeffer Beer.

i=hments:
Named CBS "Salesperson of the Year” In 1984 and 1982,
Devsloped the CompUSA actount from startup lo fargest account with company.

Rated by an independant survey of advertising agencles as the number one radio rep i Los Angsies
o years in a row, .

«  The number pre bifling saiesperson in the Los Angeles office It 1981 and 1882,

oaog

»  Bachelorof Aris, University of Bridgeport

Total Years of industry Experence: 35
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Pam freene

Work Experiaace:

Sonior Media Planner/Buyer

O Wadison Ave, Tempe, AZ

2005 to Present

+  Pam Is responsibis for media planning, research and negotlations for aff broadcast (felevision and radio,
newspapers 1o include classifieds, magszines, sports sponsotships atd ouf of home imobile, biilboards,
cinema movie screens) media, She afeo manages executlon of media placements, insertion orders,
sdded value, make goods aod nvolces.

»  Chsnt experience includes; American Funds, Arizona's Children Association, Capitof Group Companies,
Citizens Clsan Elections Commission, City of Glendale, DMB/Marley Park, DME/ DG Ranch Market
Street, Fascinations, Help-U-Sell, Leading Edge, Lochentieath, Santa Ysabel Resort and Casino, Tres
Amiges, VestarTamps Marketplace and VIACK Corporagion

Hedis Manager, Sentor Media Manager

PET&MART, Int., Phoenix, AZ

2001 to 2008

«  As kedia Manager and eventually Senior Media Manager, Pam directly managed multiple media
agencies, forecasted multi-million dollar media budgels, and negotiated contracts for over 400
nawspapers in U8, and Canada, Pam aiso collaborated with marketing managers, crogfive atd
production in developrient of print campaigns and conducted market analysis of circular distribution
nased on sales perormance. In addition to these dutles Pam was responsibls for managing two print
media coordnators.

Print Purchasing Manager

PETsMART, inc., Phoenix, AZ

1958 to 2001

»  Pam operated and managed the in-house agency for ciroutar media distribution ard then managed
nawspaper placement agancy. Along with this responsibility, Pam managed print ard broadeast
budgets, planed, evaluated and purchased target print medis, managed newspaper rolationships,
negotiated rates and placement for event adverlising, and overaaw traffic 1o ensure on-time delivery.
Pam was also the coordinator with prodection siaff on media campaigns.

Print Advertising Coordinator
PETSMART, inc., Phoenix, AZ
1985 to 1088

«  Paim operated In-house agency for print ad placement and managed newspaper relationship.

Pricing Coordinater
FETsRART, Inc., Phoenix, AZ
1984 to 1895

»  Pam developed processes for running compare-n-save advertising and inferfaced with merchandising,
in-store systems and adverlising.

Edugabon:
+  Baghelorof Science in Busirioss Administration, California State University

Total Years of lndusiry Expedence: 14
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Amy Rushia
Work Experience;

Cniine Media Manager
Off Madison Ave, Tempe, AZ
2007 to Present
s Ay jolns the Off Madigon Ave leam a8 Oniine Media Manager overseeing the online media buying
and onfine marketing strategy for & variety of clients within a diverse range of industriss.

«  Current Clients include: DMBMarley Park, LochenHeath, Phoenix A Museum, Tty of Glendste,
Macayo's and Cruise Ameria.

Birgctor of Online Marketing
Scotisdale Convention & Visitors Bureau, Scottsdale, AZ
2002 to 20067
«  As Director of Onfine Marketing, Amy managed the ontine marketing team incliding Web
develnpers, assisiants and vendors.

+ i her role, she managed the Web site, Web developrment and online marketing campaigns for the
organization, including a sizable online marketing and production budgst. :

+  She managed the complex search marketing program for the bureau,
»  Amy managed the visitor inquiry database and developed the quarterly email marketing campaign.

«  Bhe was accountable for unique visitor and page view gosls for City of Scollsdale coniract
measuraments and made annual Fiscal Year goals every yesr since she was employed with the
buresy,

Wah Content Prodacer
AcoessArizona.com, Cox Communications, Phoenix, AZ
19068 to 2002
« e w Content Progucer for Accesadrizona com, Ay was responsibla for the croation of the writlen
confent and him produstion of three significant channels of Web site which included music, nightilfe,
events, restaurants, pels, singles and group activities.

« She mansged the work and productivity of Web contrattors st freslance wellens,

« In addiion, she was responsible Tor maintenance of the Web site and management of other content
producers, which included provfreading of the site and quality cortrol for spelling, language and AP
Shyle.

+ In her role, she crested and successiully infroduced a nightlife colutmn, Dowiten Amy Browsn, o
the nightiife channsl wice a week, along with & message board, and club and music reviews,

«  She wrote and produted two weekly entertainment, nightlife and music newslelters for the Web site,

»  She was instrumental In the creation of marketing and ste promofions, helping to increase page
views with confests, losal partnerships, and compmunily invoiverment.

«  Another major element of her position at AccessArizona.com was o manags the Web sites of focal
radio partners including The Edge snd The Zone.
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Bachelor's of Arfs Degree, Joumnslism, Minor in Communications

*

Arizona Sfate Universily, Waller Cronkite Bchoot of Joumalism
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Percentage of Time Key Personmel Will Spend on the Acoount

Following i a breakdown of the percantage of his or her annual ime each key Off Maidison Ave personned
will apend on the Tempe in Motion ascount based on & fotal of 2,000 houws worked per yaar.

Pam Greens {Account Manager) - B%
Amy Rushls - 7.5%

Barb Admendaraz - 5%

Julie Dt - 5%

Holly Ringerud - 5%

Employes Turnover Rale

Jazon Baer - 3.5%
Lskloy Duncen - 3.5%
Roger Hurnd - 2%
Ruben Munoz - 2%
Mary Jean Frarner - 1%

Off Madison Ave's employee turnover rate is approximately ten persent.

Client List

Off Madison Ave has a rich higtory of providing marketing services 10 a broad spectrum of cliants it a wide
varioty of industries, The agency has worked with small starl-up companies to large privately held companies
to publicly held Foriune 100 companies. The services provided have ranged from one-fime projects weithin
one uf our service groups (public relations, creative, irteraciive marketing, media, sic.) to fully integrated

marketing programs. The following compardes represen

Afled Waste

Brizona Fedaral Credit Union
Artzona Fublic Servine
Srlzana Slate University
Bt

Hedmart

Boys & Girls Club of Metropolitan Phoenix
Gity of Tempe

Clly of Glerdale

Cleafifire

Crulse America

CBK Autto

COX Communications

DB Associates, g,

De. Weil

Entrees Made Eagy

Esterra Development
Farnam Fetl Products

References

Todd L
Title:
Company:
Address:

Exeoutive Director

Clizens Clean Elections Commission
516 West Adams Street, Sulle 150
Phoenix, AZ 85007

802-3854-3577

todd lano@ezdesnalectione.ooy

Telephons:
E-mall:

t & partiat list of Off Madison Ave's clients,

FireSky Resort (Kimplon Property)
High Fech institute

Wacayu's

Made in Napa Vedley

Natisnal Academy of Sports Medicing
MNIKE

Wotah Begay 1l Foundation

Phoenix Mt Museum

Fhoenix Corvention & Visitors Bureau
Provista Life Scisnces

Related CompardesfCiyMorth

f2d Reynolds

Santa Yesbel Rasort & Casinc
Sedona Park Place

Bt Luke Hoalh inlliatives

Tre Goff Club Scotisdale

The Pinnacle Group

Y.L, Gore & Asgociates
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Warlks [k Grodsky

Tile: Chief Operating Officer

Company: Rich Brands, LLC

Address: 7227 N. 18" Strent, Sulle 209
Phoenix, AZ 85020

Talephong: 602-432-52382

E-mail: mgrodske@richbrands bz

Ting Lentz

Tithe: Pariner

Company: Malestic Gaming, no.

Adkdress: 1035 Montgomery Ave
Cardiif by the Sea, CA 92007

Telephone: BE0-4T 1881

E-mail; tinaleniz@@majesticgaminglic.com

Jenpifer Reichelt

Tite: Bepuly Director

Company: Oty of Glendale

Address: B350 West Glendals Ave

Glendale, AZ 85301
Telephonsg: 623«&30;2088

E-maik dRekhelli@nlendaosr com
Titles Katketing Manuger
Company: Cruise America

Andress: 11 Wast Hamplon Ave

Mesa, AZ BE210
Taleptores: 480-484-7313

Bt mngrsinefdoriiseamerivn.com
Sandy Bales
Tkl Birestor of Markeding
Company: Steategyh
Address: 5101 Shelter Cove

Austin, T 78730
Telephone: 512-527-0811
Emafl: shates@sialegyn.oom
‘Working Within Parameters

When i comes to producing grest work, it is one thing io have a grest idea. Ve anpther io be able o exenude
that idea within brand and human consirsints and withio budget, Off Madison Ave approachss every project
in a disciplined and systematic manner, with the goal of achieving shiectives s effectively and cost
afficiently as possible while invorporating the interests of all stakeholders. And ke everything at the agendy,
the crealive product Is & team effort: the copywniters and art directors are supported by great creative
direction, solid strategic platforrs, print and broadeast preduction and sificient raffic services,

While working oh the Adzona’s Children Assocletion aceount, the agency fsad to worl with a Emited budget
when creating and produting both the printcampaign and lefevision spot, When concepling ang art directing
the print campaign, fhe At Director decided lo usa lustrations by a local artis! rather than costly
phctography. To manage the television spot production costs the agency’s Creative Director, Roger Hami,
direcied the spot {he has experience in directing) and the agency got production personnel to donate their
thnie spant waorking on the spot.
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Between Creative Director Roger Hurni and Broadoast Producer Barb Almandarz, OF Madison Ave
possesses decades of television experlance with budgets ranging from just $5.000 up to §3 milfion. Through
creating and producing years of television spois hoth Roger and Barb are well versed when [t comes to
stretching production doltars and cutfing cofmers without cutiing keas of production value.

Another example of OFf Madison Ave’s abifity lo stretch production dollars was during the process of creating
two spots for The Arizona Repubtic. Budget was faken info consideration every step along the way. inthe
concepling stage the creafive team didnt it iteas, but rather fine-duned ther Into warkable sltuations. In
the oroduction stage, OFf Madison Ave helped to conserve costs by consldering son-tradiions! avenues and
yanstoriag part of the Off Madison Ave oifice into the oealion for shooling,

Through anticipating problems, wtilizing rescurces and long-standing vendor relationships, Off Macdison. Ave
consistertly provides high-quality advertising and marketing services no matter what the parameters may he.
By louking at ihese parameters not as limitations but as chalienges, Off Madison Ave is not only able 1 meet
the chalenge, bul excesd it every Eme.
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Uinderstanding of the Terape in Motion Program and Target Markels

The concept of “Bus, Bike, Walk, Rail" is one that Off Madison Ave already has embraced and exwcuted
{with the exception of rail}. As stated within the project scope, the ohjective of this project is i increase
public awarensss and positive perception of Tempe In Motion as a muiti-model system whils increasing use
of alternative mades of franspottation. Off Madicon Ave has demontirated the abliity to [nerease BWEIENESS
and change audience perceplion for mulfiple clients including Tempe in Motfion, end Roger Humi has worked
with Tempe In Motion to Increase use of aiternalive modes of tansportation. Bampes of creative print
campaigns san be found on pages 28-33 and TV spols on the DVD inctuded with this proposal, O Madison
Ava js confident in its abifity o creats strategic and creative marketing and advertising campaigns that will
speak o adulis ages 25 to 48, tesns ages 1310 18 end ASL students ages 18 to 24,

Off Madisoe Ave's most recent experience with Tempe in Mution came in June of 2007 when the agency
concepied, directer and produced a 30-second television spot for Temps in Motion called "Bus Tap.” The
goal of the spot was 1o encourage the sudience 1o ride the Tempe buses during of-peak hours, The target
audience was 3 younger demographie including, but rot limited, to ASU studenis. OF Madison Ave crealed
the concept of “Evaryone has a reason to ride the bus” and demonstrated this idea by using an “aging
racker” type guy and showing his reasons for riding the bus, This character wouid appeal to the younger
demograptic and show viewers that riding the bus is fun, safe and for everyons,

In September of 2008, the agency also concepted, directed and produced the "Traffic Cone” 30-second TV
spot for Tempe in Molior. To communicats about various street closures and construction proiects affecting
iraffic and bus routes In Tempe, OF Madison Ave created the concept of Dot let construction srieak up on
you” The spot consisted of a man being “statked” by an erange traffic cone in his daily fife. The goalwas to
direct the audience 1o visit lempe gov and subscribe to uptates on raflie informstion so restictions and
detours won't be a surprise white raveling tha roads of Tempe, therefore alievigting frustration felt by those
fiving and working here.

Prioe o the agency’s creation of the 30-second "Bug Tap” and “Traffic Cong” spote In June of 2007 and
Seplember of 2008, respectively, Tempe Transit called on the exparience of Crealive Dirsctor Reger Hami
for assistance with the television spot entiled “Stap & Go Traffic” in May, 2004. With a seript in place but no
director, Reger stepped up 1o the plate for Tempe Transit and directsd the on-lncation, 30-sscond spol. §t
was important to reinforce the message “Bus, Blke, Walk™ along with emphasizing to the audience that whan
it comes to aliernative fransportation, Tempe is a very progressive city, With this in mind, Roger was
sfiectively able © direct multiple talent on Mt Avenue in actions such as in-fine skating, biking, and
skateboarding, creafing 4 fun yet informative commercizl

Thiz [z not the only experience Roger has with {ransik in Arfzona. Druring his tefuire at another valley agency,
Roger had the priviiege of lesding the first creative direction for Ternpe in Motlon, Based on & ogo dasign
supplied by the Cily of Tempe, Roger directed the creative team in generst advertising campaigns consisting
of outdoor banners and posters.

Roger was also Creative Disector for the Regional Public Transportation Authorily (RPTA) asceunt. The
various projecis produced for RPTA helped promols the ride share program throughout the Phoenix melo
srea.

In creating all of the spots mentioned above, Off Madison Ave waorked closely with the Temps in Motlon leam
to understand the desired strategy and gained great Insight info the program and s targat markels.
Krowledge learned included misconceptions from the public, such as alt construction s for light rail and that

construction will be an otgaing challenge for Tempe In Motion while the oity drows and new development
comes o lif,

With this new scope of work, Off Madizon Ave Is excited to work in concert with the City of Tempe and
Tempe in Motion to develop the marketing strategy and create & shift in cors messaging.
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Afier evaluating the research, the agency understands thal the awareness of Tempe in Motion has declined
recantly among its target markels as messages nave been fosusing mote o construction and changes in
bus rovtes and less on encoliraging transit usags, However, the number of tiders who have been riding fhe
bus for two of mote years has remalned steady. There also has been 2 gecline among bike riders who rank
heat a5 the nurmber ona reason they don't ride thelr bikes along with not being physicatly Bt of having
medical problems that Inhibk them.

it is iraportant for messaglng to focus onwhat Tempe residents see a5 berefits of ransit, such 5 e sass
of use, cleanliness and salety, as well as highlighting the emotionsl reasoning behind riding the bus such as
saving money and lowering ak pollution. Parhaps an opporiunity that hasn't yet been explored as fully 2z
riecessary is more specific instructional messaging about how o use the bus {or how to find information
about how to use the bus). Intrestingly, a significant percentage of respandents in ail tangel sudiences
{ranging from 27 percent fo 48 percent) agreed with the "Don't know how to use bug” reasoh for not riding
the bus,

The City of Tempe has many great programs such s {he Temps Neighborheod Circulator bus program, and
the Tempe Youth Free Bus Pass, making transportation sround Tempe egsier for all target merkets such es
teons ages 13 to 18, but there is lack in awareness of these. Ay ensouraging sign for the Tempe
Nalghbarhood Circulator bus program is that 82 percent of resitents said they would support the program
and over 50 percent would be fikely fo use If, Overall, the Intarnet needs to be emnbraced as it is growing
among rider and non-ridess as a resource for the Temps sl systers,

Because of muliiple past experiences and the most recent experience with the City of Tempe, Tempe Transit
and Temge in Motion, Off Madison Ave will be able to seamiessly reinforce massages alreaty orsated as we
ate incorporating new messages o reach the latest objectives of encouraging use of sllernative modes of
transportation in Tempe, increasing public awareness and creating @ positive image of Tempe In KMofion.

Off Madisos Ave 2lso untarstands and embraces the Bus, Bike, Walk, Rail concept on & personal lovel as
the agency nat only has several members of the team who owr: homes in Tempe, but O Madison Ave Hself
is proud to call Tempe its home.

Plan for Tempe in Motich

The plan designed for Tempe in Motion focuses on iriggering the srrotional reasoning to ride the bus and
use aiternative modes of fransportation for all three target audlences: adults apes 25 to 40, teens ages 13 %0
18 and ASU students ages 18 to 24, These tactivs also will Increase public awareness and positive
perception of Tempe i Motion.

Off Madison Ave will combine television, print, online and grassroots media fo promote the Tempe in Motion
essages while capluring the aitention ofits target markets at different points of Interest, Having a very
strong emotional component, tlevision is @ very powerful too! in creating a change in behavior and can
casily spraad fhe messaging lo the Tetnpe ares through Inead oable. A mone cost effective way {o gat the
Terpe In Motion messages into the homes of the target markets is Tirough print advertising and polybag
advertising. To garner atiention fram the targst markels while they are in the act of fraveling, the agency will
axplore extending the marksting campaign into mobile puldour boards and other cutdoor activities such as
guerriila sirest teams. interaciive advertising wil take the print campaign online. Off Madison Ave does not
recommend direct mall as a fastic because it is cost prohibitive due fo the breadth of the target sudistice and
i is not the optimat tactic to deliver an emotional appeal

Print

Off Wadison Ave recorumends g Tull page, full color display ad in the Tempe Republic iargeting & three-ime
fraquency pet waek for a total of eight weeks. This medium will bulld awareness within the Tempe
community. To remch the ASU studerts, Off Madison Ave recomimends running a half page, full color display
ad in ASU's Stafe Press 12 fimes throughout the year. Reaching the targst merkets at their dowr, polybags
are the firet thing people see when they pick up thelr newepapers, A great way fo communicate 8 speeific
call to action fo the target markets, the polybags also aliow the agency to track results while targeting
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speoilic zip covdes within the Tempe area. Having a similar impact fike polybags are ad sitkits that are placed
on the front of the Tempe Repubiic in the Tempe zip codes.

Yelevision
The tetevision spot will be placed in zoned cable focused on the Tempe soverags ares for 12 wesks
throughout the year with fitty :30 second spote running sach week,

Ot of Home

Impactiul Bactics © gamer attention while people are in the act of raveling are mobiie bilthoards and sireet
teams. Mobile billbosrds will foous attention in spacific nelghborhoods or target high traffic areas for an sight-
hour day. A two-sided bilboard is recommended to run for eight weeks thrpughout the year {five days per
wark), Strest teams will interact direclly with Tempe tesiderts and will hand out collatersd, answer questions
about Tempe in Moticn and drive awareness. Street teams may be deploysd at major Tempe events hald at
Temps Beach Park, of may be used fo “intercept” drivers stuck in rugh hour to cammimicate the betiefits of
fransit.

interactive

Online media efforis will place Temps in Motion banner ads on AZCentral.cam for @lgid months and
EastValliey Tribune com for 12 months, with ads geo-targeted fo Tempe. OF Madison Ave alsc recommands
placing & consistent onling advertising scheduls on Webdevil.com, the home fo the ABU Siate Press ordine.

Agency NMethodology

Off Madison Ave is an integrated strategic communications agency thal provides gemvices in adverlising,
public relations, media, research and strategy and Interhet marketing. Dirawing on the national and
international experience of agency talent, OF Madison Ave offers the highest calber of creative and strategic
marketing expertiss. OF Madison Ave isn't & typical agency - it recognizes thet ils most veduable resource
is itz people, and meastres success not by revenugs, bul by cllent suctess.

We belleve all agency processes begin with a foundation of understanding sbout the dient marketing
objectives, budget, key messages and creefive constraints, a8 well as the largst audience's Hfestyle,
peychographics and trends that affect tham. We also will seek an understanding of the farmer and existing
marketing sctivities in order fo build on the successes of the past and avold repealing any mistakes. Wih the
foundation of understanding described above, agency teams all participate In the deveiopment of the

marketing programs and in the creative brainstorming session fo explore ali possibie marketing and media
solttiens,

Research and Shialegy .

Off Badison Ave appioaches research with the goal of uncovering Information critical 1o advancing clients’
brands as eficiently and cost effectively as possible. This means that prior to cosducting any origied
research, the agency will conduct a thorough review of all existing and secondary research thal may b in
the pubkic domain or provided by lhe client for the agency’s use.

Off Madison Ave firmiy believes that sound research s the cornerstone of all stralegic corpmunications
initiatives, as it helps uncover target audience perceplions, motivations and keys fo changing behavior. The
agency's research approach includes three phases: Guery, Assimiiation and Vaiidation,

Quigry and Assimilation

in this phase, OFf Madison Ave reviews a client’s brand identity as well a8 existing ressarch as appropriate
and available from the company. In addition, several members of the ollent’s organizafion are interviewed to
gair an undersfanding of tha current marketing organization, brand strategy. seling points and positioning.

Primary and secondary research are reviewed and analyzed 10 help develop approaches o expiore the

wlient's current brand perceptions, key messages and valug propositions with additional primary research in
the Validation phase,
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Validation

Threugh the right combination of primary research fanls, Off Madison Ave will assess percspiions of the
olisnt's key messages, market perceplions of the brand or product and value propositions with key targat
audiencas as well &5 explore new potential strategies or messages that may resonate with the targatl
sudiences.

OF Mudison Ave's approach to research and strategy alsois based on {he premize thal suctess should be
measwred on & varlety of dimensions. The agency believes # is oritical to understand not just what the
perceptions ate but also why, Therefore, Off Madison Ave seeks fo explore not just stafistical results but also
more qualitative dimensions including values, beliefs, preferences and awarensss that help explain
consumer motivations and behaviors, By approaching measuremen! in this manner, Off Madison Ave is able
10 intelligently reflect on past perceptions and establish a platform for continuous improvement,

Marketing Plan Develotment

Using the research firniings ~ the foundation of urterstanding a client and its sitsation -~ OIf Madison Ave
typically develops & plan with both stategic and tactical elements. This effort will encompass all marketing
disciplines (ss nesded), and include specific timelines and measurabie goals and results. Following iz en
inthal outling of a fypical plan,

A, Target Audiences
B, Matketing Objectives
. Marketing Strategy
1. Messaging and Positioning Platforr Developmatd
7, Creative and SAdverising Plan
3. Public Relations Plan
4, Integrated Media Plan
5. rternet Marketing Plan
D. Promotions and Grassroots Stratsgy Plan
E Tatficsl Roadmap and Timeline
F. Measursment and Evaluafion Plan

The marketing plan serves s the road map for ongoing exeqytion.

Creative Deyvslopirent .
OHf Madison Ave's creatlve approach employe & two-way communication model. The goal of alt creative B 10
communicate a massage that grabs the intended audience’s attention. But getting attention is only half the
battle. The message must also resonate and create a dislogue with the cliient’s andisnoe - a disfogus the
audience car barticipate In emotionally and actionably. Ulimately, it is this Kind of messaging that changes
hehavior. And., like alt marketing efforts on behalf of the agency's clients. the job isn't done unil an

evalustion has been condutted to learn what workad, what can work bedter and how to make adjustmends io
imptve resulls.

The: creafive team is highly skifled st concepling and produdng a myehad of advertizing elements depending
upon a chent's specific needs, sach designed o reflect the company's key messages.

The trus depth of the team's abllities lies in determining the best tactical solutions posaible.

No matier what the madium~—tefevision, radio, pint, Webfinteractive, outdour, point of purchase displays,
direct rasponse or coliateral—-the Off Madison Ave team wili produce stratzgically sound, allention-getting
zdveriising. Using the messaging stratagy developed through OFf Madison Ave's planaing mathodotogy, tha
team consistently provides multipe options to any single advertising objective. Like everything at the agency,
the creative product is a team effort; the copywiiters and art direciors are supported by great oreafive
direction, solid strateghe platforms, print and broadeast production and efficiaht trafic services.
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Off Madison Ave

biodin

Off Matiison Ave has 49 years combined experience in media strategy, plarining, triying aad negotiations for
both netional and local media.

Off Madison Ava's madia team is unique, 1t consists of both rexiitional and gniine media sirategists, planners
and buyers. This difierentiates OFf Madison Ave from other medla companles and deparlments in the Valley
and ragion. The agency’s thoughtful combination of offfine and online media professionsls enabios Of
Madison Ave fo crafl the mos! impactful media plan using both tradiional and online media. Addilionally, the
company canh extract greater value from buying effarts and capitalize on the many onling opportunities that
prasent themselves in negoliations with medie partrers that operafe both offiine and onfine entities.

A media plan is only as good as the thinking behind it Of Madison Ave's media team works in tandem with
evary depariment in the agency, For ingtances, the media fsam may join forcas with research and strategy 10
halp ideniify and locate marketing tergets, or team with public relaticns o bulld events, This integration alds
tha rmediz department in expanding a campalgn's overall deliverable irpressions,

Naturally, the success of a media campaign also hinges or the vehicles used, as well as the corsistency and
frequency of the desired message. Media campaign development beging with an analysis of several
planning considerations: overall objectives and sirategies; target audisnoesimarkels; seascnality; budnet
competition; market condifions and media usage. OF Madizon Ave's media plarners understand the benedits
of each media type in isolation ang the benefits when employed in conjunction with ofher mgdiums,

Matching the inherent qualities of a media vehicla {6 the audience Usage, market charactedistios, share of
voles, and ihe creative message, increases a campaign’s effectiveness. People with similar hobbles,
antertalnmrent cholces, needs and perceplions naturally gravitate toward each olher and thelr media usage
tends to be similar. These ffestyle sinilavities can be used to identify and locate marketing targets delivered
by specific vehicles, and can boost the cust-efficiency of the media piacements. Establishing vverall base
madia sehetules help erisure target market and audience penstration whie by fiding and maintaining
compeatitive positions, brand perceptions and awaraness.

Planning fs the key fo ensuring 2 media buy is cost effeciive, strategically on target, and afigned with the
oblectives. This requlres extensive knowledge of and sxperience with misdia, media resources end media
trends. However, in foday's climale, effective media planning must extend beyond fradifional paid mediutms,
A thorough assessment of polential conperative advertising efforts, events, protmotional activity and non-
fraditional buys will also be performed,

The agency’s infegrated media planning and buying process is unigue and has it own checks and balances
fo assure quelity. This plarning and buying process is described below.

Step One: Prefiminary Planning

Viflth the foundation of understanding described above {client marketing abjectives, burdget, key messages,
croative constraints, arget pudience’s lifeslyle, psychographics and irends), the agency’s media fsam
participates in the brainstorming and development of marketing progranms to leverage the synergios that
cote with 2 mult-cisciplinary pianning approach.

Step Two: Anslysis and Media Selection

Vit approval of te media dirsstion, the lear begins with analysis of several additional rmadia
considerations: target markets, seasonality, market condifions, media usage, media characterislics and
Inkerent qualities, and media aveilability. Aligning a media vehicle’s inherent qualities lo audiencs usages,
market availabilly, share of volce, and the creatlve message increase o carmpaip's effectiveness, or ig
ability o deliver the key messages of a particular campaign 10 a specific targel audiance.

Paople with simflar hobbles, entertainment choloes, needs and perceplions naturally gravitate toward each
other and fhelr media usage is similar, too. These lifestyle simitaritles can be used o idertify and locate
markating targets defivered by specific vehicles and sirategically boost the cost-efficiency of media
placements.
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OH Madison Ave

Guantitative factors such as cost efficlency are also evaiuated, The agency’s media team mainiains state-of
the-att media techrology and media resesrch tools it ensure cost effentive, fergeted media campaigns and
schadules. In addition o the standard subscription sarvices of Arbitron, Nielson, Scarborough, 8RDS, Finder
Bindar ffor Arizona), Voice Trak and Media Market Guide, the agency refies on the lsading analysis end
buying fools: Smart Plus and Print Plus. For Intarnat medla, the agenty uses Hilwise, Godgle Analytics and
a variely other research and analylics tools.

All mediz are considered in this process, including—but noi limsd to—television, radio, Internet, print, direct
malt and other direct marketing vehicles, outdoor, thestre adverlising, point-ofsale and even sporls
sponsorships and cross-promotional events. Ultimately, the most advaniageous vehiclas are chosen to
davelop a aohesive, cost-efiiclent, effective media campaign.

Step Three: Flan Finslization, Review and Evalualion

Off Madison Ave presents fo the olient 2 complete media plan intluding a summary of madia strategies and
buying rationalss and how these support the creative direction and will achisve the objectives. Typically
inchided is a fowchart with preliminery scheduling of media vehicles, as well as a detailed budget with
individual media cost breakdowns. Together the agency and clienh will work o make adiusiments as neaded
_ before proceeding with the media buy.

Step Fowr Negofiation and Placement

Cincs & clent hes approved a media plan and budget inwiliihg, the agency proceeds o negotials and place
media sehodides. The sitimete go of any media buy is fo get as much targeted reach and freguency
delivery as market availability, media mix, and funds permit. Al buying theories and siralegies are
congiderad o opfirsize expenditures including “stripping,” which involves focusing on specific dayparis,
station formate, rewspaper seclions or ediioriat features to enhance target reach antd fraguency and improve
ewverall media RO

The Off Madison Ave raediz toam enjoys putting s years of experence in medla negotiations fo work for e
glients, Based on budget and rearke! ohisstives, media outfets are given negotiating parameters to meet that
help our buyers evaluate the efficiency of the putiet. If an outiet does not meet the: parameters the first tine
out, the process. is repaatad uniil the bayer and the outiet have come fo 2 mutuslly beneficial agreement.

Radio and felevision ratings sre used to measure daypart or program effectiveness al reaching a desired
target pudience, Print media vehicles are evaluated on thelr ability b reach the farget demographic ata
reasonable cost (costperthausend) considering ciroulation, readership, aditorial content, adveriiser
asceptance and merchandising opportunifies. With all media, huyers negoliate for lower spats cosls, bonus
spote, helter placemants, frae color, bohuses, two-for-one buys, exta values, long-term commitments,
special programs and any other benafits that will reinforce the carmpaign’'s key message, extend the reach,
increass frequency, maximize e budget or aohisve cost savings for e client.

Wher the buyer and outlet agree on 2 schadule, a broadeast order or purchase order is submitted by the
agency io the oullet. The order represents that the agancyltlient is agreeing to purchase chosen spots and
ahy extra valise from the statiors and that the statlon agrees fo run the chosen spols and amy extravalue ina
fair sl equitable rotation, all at the agreed upon cost, OF Madison Ave wilt not comenit to a firm order
without approvat from the client and alf cost savings are passed on o the ciient.

Step Five: Evaluation of Media or Frompfional Opporfunilies

As part of our orgoing sommitment to service and nnovalion, the Off Madison Ave media feam will attively
explors and sysluate new media and promotional opportunifies for exch client. In addilion, we always are
happy i review any new madia o promofional cpporiuniies offered direcily to the client. In gl cases, the
agency will provide 2 written evaluation of the oppodunily and recommendalions in consideration of the
vbieciives and strategies of the client.
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Step Sk Monftoring, Verification and Billing

Management of modia plecements is as much of & part of the media protess a3 the planning. Monitoring g
verfication ensures that medla schedules run as ordered and defiver as evpected. Invoices are chockad
iterm-by-iterm to ensure placernents are billed correciy. The media team aise maintzing snd updales a
compretensive media kit brary for addiional validation of placements. Adt documentation ncluding affidavits
and tear sheets are provided to the cflent with billing summeries and reporis on 2 monihly basis, Off Madison
Ave maintain files of all verification and billing documentation on behalf of the client.

Step Seven: Fvaluation and Re-negolialion

Post analyses are done on broedeast schedules io track performance of dayparts and program delivery of &
desired targe! sudience, If & sthedule falls { deliver egresd-upon ralings, make-goods and bonuses are
negotisted. Response and reproduction delivery with print and other media sve monitored and used as
tevarage for spacific positioning and cost adjustments in future insertions. Off Madisan Aye will notity Capital
Group before approving any make goods, bonus ads or uthet vaiues of savings, All savings will be passed
on to Capital Sroup and il documeniation will be provided and maintained on behalf of Capitat Group.

Step Eight: Reporiing and Evaluation

Off Madizon Ave will also provide monthly results and ROI repotts for sl medi actiilios. Thess will include
lotal imprassions, reach and frequency against the target audisncs, and final results against the buy
objectives.

Step Ning: Space/Time Canceliation

Ve undersiand that things can change. Ang with change, flexibllity is neasad. Off Madison Ave prides itself
o fis ability fo prosctively reset fo changes deemed necessary for prograrm success. This is & critical par! of
our goal for constant program refinement. The media team at OF Madison Ave adheres {0 each media
vendor's standard advertising canceliation policy and works with the client and vendor o meke sure both are
equally satisfied with any changes that can pcour.

Megsurement and Re jloso
Measurement is & core component of all plans and programs al Off Madison Ave. The focus is on defivery of
tanglble marketing resulfs versus agread-upon objectives.

Becsuse each client s unique, the agency laiiors s ongoing measurement strategies and methodologies to
each slient's spociiic reguirements in coliaboration with the client. To this end, M Madison Ave has
daveloped & lool called The Dashboard, This ool measures the success of indviduat husinegs segments
relsvant to the marketing prograre. This allows the agerncy lo understand where the programs are 3t any
given pointin time, and delails the activity used i getthere,

included in The Dashhoard are all promotional sofivities, print circulation, direct marketing and Infernat
rarketing efforts. Tne Daghboard can be used to compare the succastes of specific days, months or weeks
against sirmilar periods by reviewing marketing efforts such as madia, promctions, adverlising and public
relations campalgns against rosulte. In this manner, rends are manitored and gucoess s quantiffed.
Additionat layers can be added to rack customer experiences—weather, parking, national events and
sarvice factors all can affect overall satisfaction,

in addion, Of WMadison Ave provides comprehensive monthly reporting on campaign progress and other
marketing and branding programs. Reports typically are reviewsd during mondhly stabss meetings. The
areatest benefit to continuous measurement is the ability fo make necessary adjustments during a ca mpsign
to maximize the effectiveness of the overall program,



Creative Bamples

The agency’s print campaign samples can be found on the following pages while the tefevision spot semples
can be found on the DVD included with this propossd,

The goat of tive Citizens Clean Elections Commission sampalgn was to get people actively involved in the
politicst process in Arizona.

s

fvar wish you ool tavel the paitie) playlng Beld? Shs pesple fro difeent beckgrauns st o1 being slstted?
Wiet, o yolt e, Hare i Arizons, we havs the Citlvens Slesn Ehsotions Atk whith prithes Tendiey o citions
who chosss 15 tun far Bgiaiativn ac slatemige sfiien

Cendidaisn musy reonlvn campeign fundiog frem the Dittses Dlesn Biacticas Domamissioe xfier they eallact
o migimeerty ciuhar 6f vald $5 guakfyieg costiitutions frem tegistersd soters, Rogisteced vetors can give §5
pustitying oentelbutions 16 3 many infridusl candidutes . they veimid i - hare B Uik, And, the party
affilintion of S randidates of the registerd voters does el malter]

Sy meking $5 quelifyieg ceautions to the cudidatss of your chalne, yoo i gut

imvatved nd hekp vl the plaing fistd, You cen help feapet the politieal precass Sor Al
tha sael ¢l & Brmper siinker. T fiad g4l mors, vialt wiew, arelssan e lingy oV,

Citess Desn Seetians Somvmimsiee ~ TETLESLABHL - W15 WL My 80 100~ Fhawoel, K2 500
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For the spof enfitied “Rationales” and the print eds created for Arizon
to change the perceplions about children's issues i order 1o eticlt &n
for the organization,

a's Children Association, the goatwas
increase In donations and volunteers
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Asizona's Children Association — Print Ad
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Casino Det Sol - Prnt Ad

The T4 spots and print ads for Casino Del SelCasing of the Sun were developed 10 draw new customers
into the casino by changing people’s perceplions of what a casino looks like and what type of customers
freguent casinos.
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100 Clubs - Brochure Ciiside

The brochure for the 100 Club was developed to incrsase donalions and support for the families of fallen
public safaty personnel such as Firefighters and Prfice Officers.
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O Madison Ave

Budget
The following costs support the deliverables outiined in the RFP responge.

| Research Assimiialion

Annugd Merketlng Plan
Media Flaceraenls (Met of Markupy '

Traditionaf Media fzoned cable, moblie billbomds, zoned 178,000
display ads in Tempe Republic, polybag, a4 sitkits strest
iEms}

Dafine Media . .sem0
Media Planning, Buying and Yerfication _ $24.000
T% Proguctien

Agency Fees/Coneepling $18.500

Broadosst Production $48,000

Post Produotion Fees } __$r500
Braztve Campaign Development for Print, Light Pofe
| Bannars snd Onfie Advertising Including Cancepting, Ad

Direction and Preducton ... _ $19.300 |
Light Pale Bannes Prasting $20.200 _ 1

e eea . ANNUAL
| MARD COST ANNUAL
| HARD COSTS AGENCY FEES

Adveriising and Media Messursment, Reporling, Anaysis
' and Recommendations

Flat Fed
Nuia: &5 a standard husiness poficy, the agency does not charge for flems sesded In ihe regular cotirse of
husitess Including: copies, faxes, local, mobila and long distance phone calle, eto. Howaver, incremsnial
ouk-oipockst expenses will bu billed separately upoh cRost priot spprovel of Bems cver $100. OFf Madison
Ave requires signed estimalos of all media schedules prior & placement. Any eddiionat projects cutside the
a0 of work cullined sbove will be estimated on & per-project bass,

“Hote — Off Madison Ave only accepts cash and checks for gﬁaﬁment of services and i not able
1o socept payment by the Gy Provurement Card,

Thank You

O Madison Ave would ke to sxtend its eppreciation for the oppottunity 1o work with the City of Tempe snd
Tempe In Motion, The agency locks forverd (o protucing outsianding, measurabli resulls for the Cily of
Temps and Tempe i Mofion, and we will work tirelessly on your bustness with great enfhusiasm 1© mgst alt
project schadules on thme and within budgel.

O Madison Ave considers iself  partner with each client and would siorace e Gity of Tempa's and
Tempe in Motion's busingss wholeheartediy, while enjoying rewards of watching your busingss grow and
sucteed,
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Vendor’s Proposal Offer

It is REQUIRED that Proposal Offeror COMPLETE, SIGN and SUBMIT the original of this form to the City Procurement
Office with the proposal response offer. An uns:gsﬁaé “endor's Proposal Offer™, late proposal response and/or a materislly
. incomplete response will be considered non-responsive and rejected.

| Propossl offerar is to type or legibly write in ink afl information requited below.

Proposal Offeror’s Comipany Name w%ﬁ ﬁv £

Company Mailing Address %{} E&FH’ 2o Salado '—PA( E’«NM QWH T

Company Street Address | -_ [ 2T Q}% ?“%1 ( Qmﬁ \é:l/& QbDU@>

Proposal Offeror Contact_ LOALY YTAYNA \ Taﬁa_j?ﬁfmﬁf | Cr eative Weeetor
Contact’s Phone No, Y00 - 556 %‘500 Bmail Address LOACAN U1 Epad iSonave. tom

| Propozal Offeror’s Comm

Tax Information:

Arizona Transaction Privilege {Sales) Tax No. N § éQY _ or

Arizons Use Tax No. R N éﬁ’
vederal LD. Mo Blp ~ 093 A |
City & State Where Sales Tax is Paid _ ’i’émi)é, . _B7

E THIS PROPOSAL IS OFFERED BY

Authorized Proposal Offerer (Type or Print in ink) EI}Q&( H L

. Propesal Offeror’s Title (Type of Print in ink) Pax Jm&l’ j Creahe E) oA
' Date 1 90%

REQUIREB SIGNATURE OF AUTHORIZED PROPOSAL OFFEROR (Must Sign in Tnk)

" By sipning this Proposal Offer, Offeror acknowledges acceptance of all tetms and conditions contained herein and that
iped nffareﬁ yere }ﬁd&p@ﬁé@nﬁ}f developed without consultstion with any other offeror or potential offeror. Pailure {o

: fix proposal offer will result in a non-responsive proposal.

0 (LA i~ 8-0&
Sigﬁ'ature o/ AuthoriZed Proposal Offeror Dhate
Form 201-B (RFP)

(HRED 32007

RFP 08.101 2



Cetvifsary Narne: MM%‘M W gf

PRICE SHEEY

teror o submit costs per proposal layouten page 1%

* Applisable Tax ﬁiﬁﬁ%

* Brate correct furisdiction fo reveive sales tax ou the Yesdor's Bid Offer. form CS-P20L (B) iscluded o this
Tnvitation for Bid docament.

fass prompt payments discoust ta_r,msﬁfﬁ._zg‘”fég _l&daysf or Ney 30 days. (To apply sfter receipt and atcsptance of &n
itemized mouthly statement ) For bid evaluation purposss, the City cannot wilize pricing discounts based upon payments
itk eade in less thain 30 days fromm receipt of statement,

fn order o Heiliiate inbernal control and acpounting, cach Chy Departeeent will order and must be davoiced separately.
Mosthly Tvolees mist be segrepeted by City Department:mumber and mailed or deliversd divectly to the Chy Custormer
Depariment, For miost materials, thers wiil b betweoh thres - (3} and shx - (6] ordering departments. At the time an order is
placed; the contractor v obtin the ordering departments cost ceater numbers for billfag preposes. The use of the
depadiment’s cast center mumbers will be tn addifion to the. purchase ordes number. Onee 2 menith, the contractor sheli
submit a cpasolidated starement whick shall itemize the Invoics numbers, invoice date, inveice smounts, and the totsl
arvant bitled to Acosuinting. Disconmt offeriiy will be based upon daps from wesipt of the consolidered monthiy statement,
Ineoicels) shall nof show previous balances.

Invoices shall fckode:

1. Listing Of Al Dfivery/Picinp Recelpt Mumbers Being Invoiced.
%, Totad Cost Per Bam.

3, Agplicable Tax.

4, Payment Termss,

%, Blasdet Purchass Order Number.

Yrvoioss that do not follow the shove minimum invoicing requisements will not be paid,  Fayment must be aoplied i
only ieoices reforenced on chesk/payment stub, The City réserves the right w bill contreeted vendor for researching
invoies that have been paid, but sot properly applisd by vendor acnount teceivables office.

Smterment mailing address: City of Tempe
' Accovntng (ses below for your comact)
PO Bow 5002

Tetape, Arizona 85280

Acesnting Contaots: Creilis Mifor Letters A-C
Ramona Zapien Letigrs D03
Panry Brophy Letters P-Z

FITRET RO

*Mote - Off Madison Ave anly acoepts cash and checks for payment of services and is not able to accept
payrment by the Clty Procurement Card.

RFP (8101 27




Addendum to Selicitation
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This addendum witl modify andfor clarify; ¢ . Selichation No: | o8-101
apdic - AddendumNe |

- Procurement Description: | Professional Advertising and Marketing
WL LR T Gervices

Changes should be made as follows:
[he following questions were received and answers given in relation to this Reguest for Proposal.

§. I this RFP, production ks considered a hardcost, Does this budget of $385,000 include the printing and hanging
of street and Hght pole beaners? B we need to include the grinting and hanging of street and light pole banners,
how many do we need to account for and what are ail of the sizes of the banners? (Page 17 and 18, Section b
Medin}

The printing only should be considered, We will hang the banner ourselves, For the Mill Avenue barner, the size
is 40 feat wide by 4 feet wll, 2-sided with o quariiy of L For the light pole banners, the size is 30 inches wide by
04 inches tall, Zsided with a quontity of 83.

5. Arethere any other marketing materials that need fo be produced that will have o comig out of this budget? For
example, a rack brochure or any other type of colluteral. (Page 18, Section 4. Budget)

N collateral will be handled by the agency. This type of merteriad will be produced in-fiouse.

b

In the past, TV was produced for Tempe in Motion for the City of Tempe. According to this RFP, are you iooking
for concepting and production of & new TV spot and 88 sach will not be wsing any past produced TV spots 1o run
o cable television? (Page 18, Section 4: Budget)

Covrect, A new TV spot will be produced.

4. tFyou are looking o concept and produce new TV, are you tooking for 3 new TV spot each year or ong TV spmd
that can run for two years? (Page 18, Section 4: Budget)

One new spot eack year Is preferved.



5. Becamse TV is an expensive endeavor, if you are looking to do a single TV spot for each year is there & possibility
for the agency to produce the two TV spots together and use a small portion of the second year budgst 1o provide
cost efficiencies, and put the extra money towards the media buy or another aspect of the advertising plan in the
second year? (Pags 18, Section 4: Budget)

No,

The balance of the specifications and bid solicitation instructions fo remain the same. Bidders/Proposal Offerors art to adknowiedge
receipt and acoeptance of this sddenduns by mhiening of signed addendum with bidprogosel response.  Failure to sign md retuim 5p
addendam prior o bidiproposal opening Ume gnd dete may make the bidiproposal response nonemsponsive to that portlen of the
solicitation as materially affected by the respective sddendum. :

DEe Med con Ave. %%M‘ ?ﬁfoCrf’M‘Vﬁ’m

NAME OF COMPANY IAME (please print) TITLE

0 2. Wo Salado Peon), Sue 1t L0 -S54SO
ADDRESS (or PO Box) ] ELEPHONE
Temape, AL 35390 /.

¢l STATE ZIP
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Prociwernnit Desciiption: | Professional Advertising and Marketing
Servives

Chanpes should be made a3 follows:

The following additlonal questions were received and arswers given in relation to this Reguest for Propaesal (RFP).

1. Intlis RFP is a "Froposal Cheoklist for Submittals” pege and mcluded on the checldist is “Proposal Questionnaire
has been completed and included.” Is the “Proposal Cuestiopnaire™ found on pages 20 sad 21, and does the
agency have to fill it out? If pages 20 and 21 are not the cotrvet “Proposal Questionsaire,” what page can | find
ilis document on? (Page 1)

Thiz REP does not vontain the Propesal Questionnaire oy inclucked in the proposel checklist, Please disregord lis
reference. Pages 20 mnd 21 are the Evaluation Scoring Sheat and Evatuation Table. These will be completed by
the Evaliation Commitlee when seoving your response. There are required to be provided in the REP for your
referenc.

2. Doss the ageney need to include » “Proposs] Chedklist for Submitials” page for the scven proposals H will ke
submitting? (Page 19}

Proposer’s do not need 1o include the Proposal Chechlist with auy response copies, b does need to be included
with the Original copy of the response.

3. In this REP, it is stated that the completed propossl should not vxoeed 20 pages. Does the 20 pages include all of
fhe sdditionsl forms such as the Vendor's Proposal Offer, Scoring Sheet, Prive Sheet, W-% Tax Form, sample
agenoy merketing agreerment of other sumple forms? (Page 18; Section: Proposal Layout)

Dsiete: Poge 18, Prapusal Layod, Second Sentence “Waek Proposel showld not exceed 20 pages.”

4. Under the Proposal Layout in Section B, the RFP agks the agency Yo display its understanding of the TIM
program/arget markets. 18 #t asking if the agency carrently understands the TIM programitarget warkets, or how
the apency would go about understanding the TI% programtarget markels? (Page 18; Section Proposal Layout -
Section BY

We are asking agencies to explain whet they currently understand abow the T1M program wied fargel markely.



5, Please verify the outhine found below accuraisty reflects the required proposal leyout, (Page 18, Section: Propesal
Tayout)

Section A: References, emplovesfageney client experience including “Ageney Regoinentz”
A. Education and experience of key peopls who will be assigned to acoousnt,
B, Kev people sssigned io account mwst have & minkman of twer years of advertising experience.
., Percentage of time that each key person will spend on this aceount throughout the year.
B, Demonstration of ability fo be sreafive within parameters {e.g. Hmited budget; various stakoheiders
interests; continuing use of Tempe in Motion identity and “hus, bike, walk, 1t taglines, while also
fitting under Vatley Meftro braud).
F. Agenoy philosophy and elient Hist.
. Esnployee tarnever rate,

Section B; Usnderstanding of TIM programitarpes markets, Please see guestion nmber four,

Seation C: Samples of previces sampaipnsfads/TV spots including “Agency Requirements”™
B, Speecific examyples of prior vlient experience with simitar programe focusing on “personut choice™
isgues.

Section I: Costs (agency vs. outside) 1o inchude agency fee, production sosts and mediz placoment
postafrecommendstion

¥es.

T balancs of he specificetions and bid solicitation instractions to romain the ssme. Bidders/Proposel Offerors are {0 anknowiedas
receipt mnd neceptance of this addendum by retumning of signed sddendum with bd/proposal response. Fallure to sign and return 20
sddendmm prior to bidiproposal opening tims and dule may tenke the Bidiproposal respense nonespensive fo that portion of the
solicikation ag paateriafly affected by the respective addenduim.

OFF Mad i Ave T Hurnd, Dalver/ Greativt Diveet

NAME OF COMPANY WIE (please print) TITLE

00 2.0 Salado Pessig Sk Tl 40505 - 4300

ADDRESS {or PO Box) TEREEFHIRE

[ i 3
empe, AL 95001 %@m
CreyY 4 STATE ZIP AUTHORZYD SIGMATURE
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i

s Biiioipdihens Deidiiption:’| Professional Advertising and Murketing

v Bervices

Changes shonld be made as follows:

The following guestions were received prior to the Deadline for Inguiries. No addittonal inguiries vegording this Raguest
for Proposal will be aceepted.

1. Who tontages the TIM website?

The TIM website is monoged by the City of Tempe. Sue Tagffe in the Transit Division ey o mafority of the
welits.

In the attached survey, the 2006 date s weighted. We would like to know why?

Regurding the 2006 Survey: After date collection was completed i was noted fhat the Random Digit Dialing
seinple skewed notably older than the samples achieved in the previous Jour studias conducted on this lopie for
the City of Tempe. The devision was made fo weight the duta 1o move comparebly reflect previous studies -
residents ages 18 to 34 - 30%; ages 35 to 34 ~ 25%; ages 13+ 43%, There are several possible sxplonations for
this shew toward older vesidents: o} theve has been a shift in the population. of Tempe renidenty with foenilies
moving out of central Tempe to other Bast Valley ciiies looking Jor move afferdable housing and kigher
performing schovls: ) lower income houshig is being replaved with high-erd cosdos and town howes; ¢} the
duta collection poaurved in carly September near the slart of the ASU schoel year and i is possible the student
population was not completely set wp with phone service os If has been in the past when the study was conshucted
in Cotober or Jamary; and d} wore and more yowng ddulls are weing cell phones only and not octvaling
landlines for telephone service. Research companies are nol allowed to coll ecll phone nonbers for research

purposes.

How will the agency be measored on success? In the RFP it mentions effectiveness of the advertisheg,

The agency will be requived io conduct o media analysis fo determing the effectivenesy of the compaign. In addition,
Tempe will work with WestGroup Research to conduct a telephone survey of Tempe vesidents io determing
perceptions of the Tempe tranvll progrom, including advertising. The cosl t¢ conduct the reseavel is @ separate
bidget ifem ard i wot included it the advertising RFP budget.

VWhat is the start date of the contract?

The contract will stavt after City Councit approval ard receipt of ail vequived documernts (Lo, busurance, W-9, hidde
regtsration packel, fe.}



5, Reguding request for creative sumple (pg 11, item 12), ave these past creative ssmples o spee work? How should
we Suppity cromtive samples? DVD?

These are past crective samples. Print samples should be included in your proposal and any broddiasts on g DVD
fncluded with yowr proposal,

6. Regarding statement shout accepting & Procurement Card {pg 4, item 11). Can you provide sdditional iafo on what
this i and how it is uged?

The Procurement Card is o Muster Card lssued by Bork of America that is used by departments io mak purchases,
7 I Direct mail is to be utllized as & tactic, does the $385,000 budget nesd to invlude printing and fre modia?
Yes.

8. If gkt pole or Mill Avenne banness are to be proposed, ars there media cosfs associated with thess tems? 1F 5o, can
you provide the rate sad/or contaet for sate.

The only cost to the vendar is to design the bavners and print them, The average cost o print one Mill Avenue
banmer (40 feot by 4 foot, two-sided, two-color) s 31000, The average cost i pring 85 light pole Banners {307 x
94"} is 8125 per banner., '

The balamee of the specifipations and bid solicitation insthuetions 1o ternaln the game.  Bidders/Proposs] Offorors axe 16 soknowledgs
receipt and sootptance of this addendam by refuning of signed addendum with bidfproposs] sesponse. Failure to sign and refnn an
addendum prior to bidiproposal opentng Hme and dete may make the bid/proposel response noa-responsive o that parton of de
sulicisation as muterially affected by the rspective addendim,

;,»_t A %ﬁ_ﬁgn{h{m( f&fﬂ%{%ﬁiﬂ%‘ﬂ‘

BY[NAME (please print) TITLE




INSTRUCTIONS TO PROPOSAL OFFERORS

Please note that these Instructions are to be read and followed by any proposal offeror and/or contracted vendor and that
failure to follow these Instructions may result in rejection of a proposal offer for non-responsiveness or cancellation of
contract if already awarded.

1. Preparation of Proposal Response: It is the offeror’s responsibility to examine this entire Request For Proposal
(RFP) document immediately upon its receipt and to seek clarification of any item or requirement that may not be
clear and to check all proposal responses for completeness and accuracy before submitting a proposal. Concerns about
any obvious errors, points of confusion and/or possible improprieties in this RFP that are apparent before the proposal
opening date are to be filed with the City Procurement Office prior to the scheduled proposal opening date.
Negligence in preparing a proposal response confers no right of withdrawal after proposal due date and time.

The City will not reimburse the cost of developing, presenting or providing any proposal response to this RFP.

2. Late, Unsigned and/or Incomplete Proposal Response: A late, unsigned and/or materially incomplete proposal
response will be considered non-responsive and rejected. The City will not accept a signed letter by proposal offeror
in lieu of a signed "Vendor's Proposal Offer", Form 201-B (RFP) as provided in this RFP.

3. Imquiries: Questions regarding this RFP are to be directed only to the City Procurement Officer identified on the
cover page of this document, Form 201-A (RFP); unless another City contact is specifically named in this RFP.
Questions should be submitted in writing, when time permits. When sending correspondence related fo this RFP
identify within the letter, the appropriate RFP number, page and paragraph at issue. However, offeror (vendor) must
not place the RFP number on the outside of an envelope containing questions, since the envelope may be identified as
a sealed proposal response and not opened until the official proposal opening date and time. Inquiries and questions
should be asked of the City Procurement Office not later than ten (10) days before proposal opening and those
received within ten (10) days of proposal opening may not be answered.

4. Proposal Conference: If a Proposal Conference is scheduled, it is the offeror’s responsibility to attend the
conference, ask questions, seek clarifications and identify any points of confusion or requirements at issue.

5. Withdrawal of Proposal: At any time before the specified proposal opening date and time, an offeror may withdraw
their proposal. Offeror must present identification and documentation to indicate their authority to withdraw a
proposal response.

6. Proposal Addendum(s): Receipt and acceptance of a RFP Addendum is to be acknowledged by signing and
returning the document either with the proposal response or by separate envelope prior to proposal opening date and
time. Failure to sign and return an addendum prior to proposal opening time and date may make the proposal offer
non-responsive to that portion of the RFP as materially affected by the respective addendum.

7. Payment: For a single requirement purchase, the City will make every effort to make payment within thirty (30)
calendar days from receipt of acceptable products, materials and/or services and receipt of correct invoice. For
ongoing term contract purchases, the City will make every effort to make payment within thirty (30) calendar days
from receipt of monthly statement.

8. Discounts: Payment discounts will be computed from the date of receiving acceptable products, materials and/or
services or correct invoice, whichever is later to the date payment is mailed.



9.

10.

11.

12.

13.

Compliance with City Solicitation Requirements and Award of Contract: Unless the offeror states otherwise or
unless it states otherwise in this RFP, the City reserves the right to award by individual line item, by group of items,
or as a total, whichever is most advantageous to the City. The City expressly reserves the right to waive any
immaterial defect or informality, or reject any or all proposals, or portions thereof, or reissue this REFP.

A proposal response is an offer to contract with the City based on the terms, conditions and specifications contained in
this RFP. An offeror does not become a Contractor unless they receive a formal contract award from the City
Procurement Office. Unless this RFP includes a separate contract document or requires the offeror to submit a
contract for review, a contract is formed when the City Procurement Office provides a written notice of award or a
purchase order to the successful offeror. Proposal offers that take exception to the terms, conditions, specifications
and/or other requirements stated within this RFP will cause the proposal offer to be considered as non-responsive.
Exceptions will be evaluated on an individual basis to determine their compliance with the purpose and intent of the
terms and conditions stated within this solicitation. The City shall be the sole judge as to whether an exception
complies with the general purpose and intent of any term, condition and/or specification stated within this solicitation
document.

Taxes: Propose all materials (equipment/products) F.O.B. Tempe, prepaid. Unless specifically requested in this RFP,
do not include any Sales, Use or Federal Excise Tax in your proposal pricing. The City is exempt from payment of
Federal Excise Tax. For proposal evaluation, Transaction (Sales) Privilege Tax paid (returned) to the City is
considered a pass-through cost, calculated as zero (0) expense. For information on City of Tempe Privilege (Sales)
Tax, please contact the City's Tax and License Office at (480) 350-2955 or visit their web site at
www.tempe.gov/salestax.

Payment By City Procurement Card: The City Procurement Office (only) may wish to make payment through the
use of a City Procurement Card. It is requested that each offeror indicate on the Price Sheet (pricing section) of this
REP, their willingness to accept City Procurement Card payments. The inability to accept payment by City
Procurement Card will not disqualify a proposal response.

Proposal Results: Offerors are invited to attend the scheduled proposal opening at which the name of each offeror
will be publicly read (not prices). After award of proposal, an appointment may be made with the City Procurement
Officer (identified on the cover page of this RFP) and the proposal documents may be reviewed with the Procurement
Officer. Formal award recommendations will be placed on the Procurement Office web page
(www tempe.gov/purchasing) and posted at the front counter of the Procurement Office at the same time the award
recommendation is forwarded for City Council review. Parties interested in the outcome of a proposal may check the
City Procurement Office web page or check for posted awards at the Procurement Office front counter.

Protests: Any actual or prospective offeror who is aggrieved in conjunction with this RFP or award of a contract may
protest to the City Procurement Office (City Procurement Officer contact). A protest based upon alleged improprieties
in this RFP that are apparent before the proposal opening shall be filed before proposal opening. At least five (5) days
before award of a contract, the City Procurement Office will post award recommendations on its web page
(www.tempe.gov/purchasing) and at the Procurement Office front counter for public review. A protest concerning an
award recommendation must be filed within 10 calendar days after the protester knows or should have known the
facts and circumstances upon which the protest is based. A protest shall be in writing and include the protester’s
name, address and phone number, identification of the solicitation or contract being protested, a detailed statement of
the legal and factual grounds of the protest, including copies of relevant documents, and indication as to the form of
relief requested. Protest is to be on the protester’s company letterhead and signed.

14. Request for Taxpayer LD. Number and Certification, IRS W-9 Form: An attached IRS W-9 form serves as the

last page of this RFP and is to be completed by proposal offeror and submitted with the proposal response. Prior to
any contract award, this IRS W-9 form must be completed and submitted to the City Procurement Office.



15. Compliance of Proposal Offeror/Contractor Forms: Any forms (for example, separate contract, maintenance
agreement, training agreement) intended by the proposal offeror and/or contractor to be utilized in relationship to any
resnlting contract must be submitted with proposal offer. Proposal offeror and/or contractor forms that take exception
to any of the terms, conditions, specifications and/or other requirements stated within this RFP may cause the
proposal response to be considered as non-responsive and rejected from consideration or a contract award to be void.
Absolutely no proposal offeror/contractor form will be considered unless submitted with proposal response and
approved by the City Procurement Office. No City department is authorized to sign any proposal offeror and/or
contracted vendor form(s) in relationship to this RFP and/or subsequent contract without the City Procurement Office
first reviewing the document for compliance with the City's solicitation and stamping/initialing the document as being
in compliance.

16. Proposal, Offer and Contract: Proposal offers that take exception to Special Terms & Conditions stated within this
RFP may cause the proposal response to be considered as non-responsive. As set forth in this Special Terms and
Conditions section, “vendor” means a person or firm in the business of selling or otherwise providing products, materials
or services and “proposal offeror” means a vendor making a proposal offer in response to a RFP. “Confractor” means
any person or firm who has a contract with the City. A successful “proposal offeror” who is awarded a contract with the
City becomes a “Contractor”.

Any language in proposal offers that takes exception or provides different or conflicting terms, conditions, obligations,
specifications, and/or requirements then those contained in the City’s Standard Terms and Conditions or Special Terms

and Conditions are deemed rejected by the City and are not included in the contract unless expressly agreed to in writing
by the City.



STANDARD TERMS & CONDITIONS

Please note that these Standard Terms & Conditions are to be read and complied with by proposal offeror and/or
contracted vendor and that failure to follow these requirements may result in rejection of a proposal response for non-
responsiveness or cancellation of any awarded contract.

1. Certification: By signing the “Vendor’s Proposal Offer”, Form 201-B (RFP), the offeror certifies:
A. The submission of the proposal offer response did not invelve collusion or other anti-competitive
practices.
B. The vendor shall not discriminate against any employee or applicant for employment in violation of

Federal and Arizona State law and the vendor shall comply with the Americans with Disabilities Act
(ADA). Suppliers of products and services to the City shall operate as an equal opportunity employer and
shall not discriminate against any employee or applicant for employment because of race, color, religion,
age, sex, sexual orientation, national origin, or because he or she has a physical or mental disability or
because he or she is a disabled veteran or a veteran of the Vietnam era, including, without limitation, with
respect to employment, upgrading, demotion or transfer, recruitment or recruitment advertising, layoff or
termination, rates of pay or other forms of compensation, and selection for training including
apprenticeship.

The City Procurement Office is committed to fair and equal procurement opportunities for all firms
wishing to do business with the City and encourages the participation of small and disadvantaged
businesses in all proposals and contracting activities conducted by the City.

C. The vendor has not given, offered to give, nor intends to give at any time hereafter any economic
opportunity, future employment, gift, loan, gratuity, special discount, trip, favor, or service to a public
servant in connection with the submitted offer. Failure to sign the “Vendor’s Proposal Offer” , Form 201-
B (RFP) or signing it with a false statement shall void the submitted proposal offer and/or any resulting
contract. In addition, the vendor may be debarred from future proposal and bidding participation with the
City and may be subject to such actions as permitted by law.

D. The vendor agrees to promote and offer to the City only those materials and/or services as stated and
allowed by this RFP and resultant contract award. Violation of this condition will be grounds for contract
termination by the City.

2. Gratuities: The City may, by written notice to the contractor, cancel any resultant contract, if it is found that

gratuities in any form were offered or given by the contractor or agent or representative of the contractor, to any
employee of the City or member of a City evaluation committee with a view toward securing an order, securing
favorable treatment with respect to awarding, amending or making of any determinations with respect to
performing such order. In event the contract is canceled by the City pursuant to this provision, the City shall be
entitled, in addition to any other rights and remedies, to recover or withhold from contractor the amount of
gratuity.

3. Applicable Law: This contract shall be governed by, and the City and contractor shall have all remedies afforded
each by the Uniform Commercial Code, as adopted in the State of Arizona, except as otherwise provided in this
RFP and resultant contract or in statutes or ordinances pertaining specifically to the City. This contract shall be
governed by State of Arizona law and suits pertaining to this contract may only be brought in courts located in
Maricopa County, Arizona.




10.

1.

12.

13.

Dispute Resolution: This confract is subject to arbitration to the extent required by law. If arbitration is not
required by law, the City and the contractor will meet and/or consult with each other in good faith to resolve any
disputes arising out of the contract. If good faith efforts fail, then the City and contractor may attempt to resolve
any disputes through mediation. If mediation is utilized, the City and contractor mutually will agree upon a
mediator whose fees will be shared equally by the City and Contractor.

Contract Formation: This contract shall consist of this RFP document and the proposal offer response submitted
by the vendor, as may be found responsive and approved by the City. In the event of a conflict in language
between the two documents, the provisions of the City’s RFP shall govern. The City’s RFP shall govern in all
other matters not affected by a written contract. All previous contracts between the offeror and the City are not
applicable to this contract or other resultant contracts. Any contracted vendor documents that conflict with the
langnage and requirements of the City's solicitation are not acceptable and void the contract.

Availability of Funds for the Next Fiscal Year: The City's obligation for performance of this contract is
contingent upon the availability of funds from which payment for contract purposes can be made. No legal liability
on the part of the City for any payment may arise for performance under this contract beyond the current fiscal year
unti! funds are made available for performance of this contract.

Contract Modifications: This contract may only be modified by a written Contract Modification issued by the
City Procurement Office and counter-signed by the contractor.

Provisions By Law: Each and every provision of law and any clause required by law to be in this contract will be
read and enforced as though it were included herein, and if through mistake or otherwise any such provision is not
inserted, or is not correctly inserted, then upon the application of either party the contract will forthwith be
physically amended to make such insertion or correction.

Severability: The provisions of this contract are severable to the extent that any provision or application held to
be invalid shall not affect any other provision or application of the contract which may remain in effect without
the invalid provision or application to the extent that the material provisions of this RFP and contract are not
materially vitiated.

Relationship of Parties: It is clearly understood that each party to this contract will act in its separate capacity
and not as an agent, employee, partner, joint venturer, or associate of the other party. An employee or agent of one
party shall not be an employee or agent of the other party for any purpose whatsoever.

Interpretation of Parol Evidence: This contract is intended as a final expression of the agreement between the
parties and as a complete and exclusive statement of the contract, unless the signing of a subsequent contract is
specifically called for in this RFP. No course of prior dealings between the parties and no usage of the trade shall
be relevant to supplement or explain any term used in the contract. Acceptance or acquiescence in a course of
performance rendered under this contract shall not be relevant to determine the meaning of the contract, even

though the accepting or acquiescing party has knowledge of the nature of the performance and opportunity to
object.

Contract Assignment: No right or interest in this contract shall be assigned by contractor and no delegation of
any duty of contractor shall be made without prior written permission of the City Procurement Office.

Rights and Remedies: No provisions of this RFP document or in the vendor’s proposal response offer shall be
construed, expressly or by implication, as a waiver by the City of any existing or future right and/or remedy
available by law in the event of any claim of default or breach of contract. The failure of the City to insist upon
strict performance of any term or condition of the contract or to exercise or delay the exercise of any right or
remedy provided in the contract, or by law, shall not release the contractor from any responsibilities or obligations
imposed by the contract or by law, and shall not be deemed a waiver of any right of the City to insist upon the
strict performance of the contract.
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Overcharges By Antitrust Violations: The City maintains that, in actual practice, overcharges resulting from
antitrust violations are borne by the City. Therefore, to the extent permitted by law, the contractor hereby assigns
to the City any and all claims for such overcharges as the goods and/or services used fulfill the contract,

Force Majeure: Except for payment of sums due, neither party shall be liable to the other nor deemed in default
under the contract if and to the extent that such party’s performance of the contract is prevented by reason of force
majeure. Force majeure means an occurrence that is beyond the control of the party affected and occurs without
its fault or negligence. Without limiting the foregoing, force majeure includes acts of God, acts of the public
enemy, war, riots, mobilization, labor disputes, civil disorders, fire, floods, lockouts, injunctions, failures or
refusal to act by government authority, and other similar occurrences beyond the control of the party declaring
force majeure which such party is unable to prevent by exercising reasonable diligence.

Force majeure shall pot include the following occurrences:

A. Late delivery of equipment or materials caused by congestion at a manufacturer’s plant or elsewhere, an
oversold condition of the market, inefficiencies, or similar occurrences.

B. Late performance by a subcontractor unless the delay arises from a force majeure occurrence in
accordance with this force majeure clause.

Any delay or failure in performance by either party shall not constitute default hereunder or give rise to any claim
for damages or loss of anticipated profits if, and to the extent that such delay or failure is caused by force majeure.

If either party is delayed at any time in the progress of the work by force majeure, then the delayed party shall
notify the other party in writing of such delay within forty-eight (48) hours of the commencement thereof and
shall specify the causes of such delay in the notice. Such notice shall be hand delivered or sent via Certified Mail -
Return Receipt Requested and shall make a specific reference to this clause, thereby invoking its provisions. The
delayed party shall cause such delay to cease as soon as practicable and shall notify the other party in writing by
hand delivery or Certified Mail - Return Receipt Requested when it has done so. The time of completion shall be
extended by contract modification for a period of time equal to the time that the results or effects of such delay
prevent the delayed party from performing in accordance with the contract.

Preparation of Specifications By Persons Other Than City Personnel: No person preparing specifications for
this RFP shall receive any direct or indirect benefit from the use of these specification.

Public Record: After award of contract, proposal responses shall be considered public record and subject to
review. If an offeror believes a specific section of its proposal response is confidential, the offeror shall mark the
page(s) confidential and isolate the pages marked confidential in a specific and clearly labeled section of its
proposal response. The offeror shall include a written statement as to the basis for considering the marked pages
confidential and the City Procurement Office will review the material and make a determination.

Conflict of Interest: This contract is subject to the cancellation provisions of A.R.S. Section 38.511.




SPECIAL TERMS AND CONDITIONS

Proposal offers that take exception to Special Terms & Conditions stated within this RFP may cause the proposal response
to be considered as non-responsive. As set forth in this Special Terms and Conditions section, “vendor” means a person or
firm in the business of selling or otherwise providing products, materials or services and “proposal offeror” means a vendor
making a proposal offer in response to a RFP. “Contractor” means any person or firm who has a contract with the City. A
successful “proposal offeror” who is awarded a contract with the City becomes a “Contractor”.

L City Procurement Document: This RFP is issued by the City Procurement Office. No alteration of any portion of
this RFP document by an offeror is permitted and any attempt to do so shall result in offeror’s proposal response
being considered non-responsive. No alteration of any portion of a resultant contract is permitted without the written
approval of the City Procurement Office and any attempt to do so shall be a violation of the contract. Any such
action is subject to the legal and contractual remedies available to the City inclusive of, but not limited to, contract
cancellation, suspension and/or debarment of the contractor.

2. Offer Acceptance Period: To allow for an adequate evaluation, the City requires an offer in response to this RFP
to be valid and irrevocable for ninety (90) days after the proposal opening time and date.

3. Contract Type: Term with justifiable price adjustment aflowed, indefinite quantity.

4. Term of Contract: The term of any resultant contract shall commence on the date of award and shall continue for a
period of twenty four (24) month(s) thereafter, unless terminated, canceled or extended as otherwise provided herein.
Resultant contract is non-transferable and can not be assigned by the contractor without the approval of the City
Procurement Office, and then only when all prices, discounts, terms and conditions of the original proposal
documents and contract award remain unchanged.

5. Contract Renewal: The City reserves the right to unilaterally extend the period of any resultant contract for ninety
(90) days beyond the stated expiration date. In addition, by mutual agreement in the form of a written Contract
Modification, any resultant contract may be renewed for supplemental periods of up to a maximum of thirty six (36)
additional months. The period for any single renewal increment shall be determined by the City Procurement
Office. Such increment shall not be for more than a period of twelve (12) months each, unless the City is eligible to
obtain a significant cost and/or supply advantage by a longer contract renewal period.

6. Cooperative Use of Contract: In addition to the City of Tempe this contract may be extended for use by other
municipalities and government agencies of the State of Arizona. Any such usage by other municipalities and
government agencies must be in accord with the ordinance, charter and/or rules and regulations of the respective
political entity. Any public agencies not identified within this RFP who wish to cooperatively use the contract are
subject to the approval of Contractor(s).

7. Contract Termination: This contract may be terminated without default by either party by providing a written
sixty (60) day notice of termination to the other party.

8. Cancellation of Term Contract: The City reserves the right to cancel the whole or any part of this contract due to
failure by the contractor to carry out any obligation, term or condition of the contract. The City will issue written
notice to the Contractor for acting or failing to act as follows:

Al The Contractor provides material that does not meet the specifications of the contract;

B. The Contractor fails to adequately perform the services set forth in the specifications of the contract;
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C. The Contractor fails to complete the work required or furnish the materials required within the time
stipulated in the contract;

D. The Contractor fails to make progress in the performance of the contract and/or gives the City reason to
believe that the contractor will not or cannot perform to the requirements of the contract.

Upon receipt of the written notice of concern, the Contractor shall have ten (10) days to provide a satisfactory
response to the City. Failure on the part of the Contractor to adequately address all issues of concern may result in
the City resorting to any one or to any combination of the following remedies:

Al Cancel any contract;
B. Reserve all rights or claims to damage for breach of any covenants of the contract;
C. Perform any test or analysis on materials for compliance with the specifications of the contract. If the

results of any test or analysis find a material non-compliance with the specifications, the actual expense of
testing shall be borne by the Contractor;

D. In case of default, the City reserves the right to purchase materials and/or services, or to complete the
required work in accordance with the needs of the City. The City may recover any actual excess costs from
the Contractor by:

i) Deduction from an unpaid balance;
i) Collection against the bid and/or performance bond, or;

iii) Any combination of the above remedies or any other remedies as provided by law.

E. Title to intellectual property or creative or protectable work shall transfer to City upon full payment for all
work performed hereunder.

Contracts Administration: Contractor must notify the City Procurement Office (designated Procurement Officer
Contact) for guidance or direction of matters of contract interpretation or problems regarding the terms, conditions
or scope of this contract.

Pricing: Pricing accuracy and completeness are critical. All items being proposed must be identified and priced.

In the case of system proposals, all items, which are required to make the system function in accord with, stated RFP
requirements, must be identified and priced.

If provided pricing pages do not cover all such items, the offeror is to include an itemized listing of all required

products and services needed to make their proposed system equipment fully functional and in conformity with
stated RFP needs.

Three Hundred Sixty five (365) Day Price Adjustment: The City Procurement Office will review fully
documented requests for price increases after the contract has been in effect for three hundred sixty five (365) days.
The requested price increase must be based upon a cost increase that was clearly unpredictable at the time of the
offer and can be shown to directly affect the price of the item concerned. The City Procurement Office will
determine whether the requested price increase, or an alternative option, is in the best interest of the City. Advanced
thirty (30) day written notification by Contractor is required for any price changes. All price adjustments will be
effective on the first day of the month following approval or acceptance by the City Procurement Office.

Price increase requests must be acknowledged in writing by the City Procurement Office before becoming effective.
If not acknowledged within thirty (30) days, it is the Contractor’s responsibility to contact the Procurement Office to
assure the price increase request was received.
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The Contractor shall likewise offer any published price reduction or if applicable to contract, profit sharing price
advantage to the City concurrent with its announcement to other customers. A price reduction or profit sharing price
advantage may be offered at any time during the terms of an awarded contract and shall become effective upon
notice and acceptance. The City shall likewise take advantage of any special sales discounts offered to the general
public, which exceed contracted price discounts extended to the City by the Contractor.

Samples With Proposal Offer Response: Responsive offerors must submit sample(s) with their proposal response.
Failure to submit samples will cause the proposal to be non-responsive. If not destroyed by testing, samples will be
returned at vendor's request and expense. If no instructions are received for their return, samples will be discarded
thirty (30) days after award date.

Infringement of Patent or Copyright: The Contractor agrees to save, keep, bear harmless and fully indemmify the
City and any of its officers and employees from any and all damages, costs, or expenses in law or equity, that may at
any time arise out of or be set up for any infringement of the patent right, copyright, or trademark of any person or
persons in consequences of use by the City, or by any of its officers, or agents or employees of vendor supplied
materials under this bid solicitation and of which the contractor is not a patentee or signee or lawfuily entitled to sell
the same.

Contractor (seller) agrees to indemnify and hold harmless the City (buyer) from any and all license, royalty and
proprietary fees or costs, including legal costs, which may arise out of City’s (buyer's) purchase and use of material
(equipment/product) supplied by Contractor (seller).

It is expressly agreed by contractor (seller) that these covenants are irrevocable and perpetual.

Insurance: Prior to commencing any work or services under this contract, Contractor shall procure and maintain
for the duration of the contract insurance against claims for injuries to persons and damages to property, which may
arise from or in connection with the performance of the work hereunder by the contractor, his agents,
representatives, employees, or subcontractors.

A Contract Award Notice or Purchase Order will not be issued to an awarded vendor until receipt of all required
insurance documents by the City Procurement Office and such documents must meet all requirements of this
Insurance clause. In addition, before any contract is renewed for additional time periods, all required insurance must
be in force and on file with the City Procurement Office. An awarded vendor or confractor must submit required
insurance within ten (10) calendar days after request by the City Procurement Office or the award may be rescinded
and another vendor selected for award.

Minimum Limits Of Insurance

Contractor shall maintain limits no less than:

1. Commercial General Liability: $1,000,000 combined single limit per occurrence for bodily injury
and property damage, including coverage for contractual liability (including defense expense coverage for
additional insureds), personal injury, broad form property damage, products, completed operations, and
product Hability. The general aggregate limit shall apply separately to this project/location or the general
aggregate shall be twice the required occurrence limit.

2. Automobile Liability: $1,000,000 combined single limit per accident for bodily injury and property
damage, including coverage for owned, hired, and non-owned vehicles as applicable.

3. Workers' Compensation and Employers Liability: Workers' Compensation and Employers Liability
statutory limits as required by the State of Arizona.

4, Professional Liability: The Consultant retained by the City, to provide the consulting services required by
the Contract will maintain Professional Liability insurance covering errors and omissions arising out of
the services performed by the Consultant or any person employed by him with a limit of not less than
$1,000,000 all claims, or 10% of the agreed upon services, whichever is larger, In the event the insurance
policy is written on a “Claims made” basis, coverage shall extend for two years past completion and



acceptance of Services as evidenced by annual Certificates of Insurance.
5. Other Insurance: (If applicable, see supplement.)
Deductibles And Self-Insured Retentions
Any deductibles or self-insured retentions must be declared and approved by the City. At the option of the City,
either the insurer shall reduce or eliminate such deductibles or self-insured retentions as respects the City, its
officials, employees, and volunteers, or the contractor shall procure a bond guaranteeing payment of losses and
related investigations, claims administration, and defense expenses.
Other Insurance Provisions

The policies are to contain, or be endorsed to contain, the following provisions:

1. Commercial General Liability and Automobile Liability Coverage:

a. The City, its officials, employees, and volunteers are to be covered as additional
insureds as respects: liability arising out of activities performed by or on behalf of the contractor
including the insured's general supervision of the contractor; products and completed operations of
the contractor; premises owned, occupied or used by the contractor, or automobiles owned, leased,
hired or borrowed by the contractor. The coverage shall contain no special limitations on the scope
of protection afforded to the City, its officials, employees, or volunteers.

b. The Contractor's insurance coverage shall be primary as respects the City, its
officials, employees, and volunteers. Any insurance or self-insurance maintained by the City, its
officials, employees, or volunteers shall be excess of the contractor's insurance and shall not
contribute to it. The amount and type of insurance coverage required by this contract shall not limit
the scope of the indemnity provided by this contract.

c. Any failure to comply with reporting provisions of the policies shall not affect
coverage provided to the City, its officials, employees, or volunteers.

d. Coverage shall state that the contractor's insurance shall apply separately to each
insured against whom claim is made or suit is brought, except with respect to the limits of the
insurer’s liability.

2. Workers' Compensation and Employers Liability Coverage

The insurer shall agree to waive all rights of subrogation against the City, its officials, employees
and volunteers for losses arising from work performed by the contractor for the City.

3. All Coverages

Each insurance policy required by this contract shall be endorsed to state the coverage shall not be
suspended, voided, and/or canceled by either party, reduced in coverage or in limits except after thirty (30)
days prior written notice by certified mail, return receipt requested, has been given to the City.

Other Insurance Requirements: Contractor shall:

I Prior to commencement of services, furnish the City with certificates of insurance, in form and with
insurers acceptable to the City which shall clearly evidence all insurance required in this contract and
provide that such insurance shall not be canceled, allowed to expire or be materially reduced in coverage
except on 30 days prior written notice to and approval by the City, and in accord with stated insurance
requirements of this Request For Proposal. City shall not be obligated, however, to review same or to
advise contractor of any deficiencies in such policies and endorsements, and such receipt shall not relieve
contractor from, or be deemed waiver of City's right to insist on, strict fulfillment of contractor's obligations
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under this contract.

2. Provide certified copies of endorsements and policies if requested by the City in lieu of or in
addition to certificates of insurance.

3. Replace certificates, policies, and endorsements for any such insurance expiring prior to completion
of services.
4, Maintain such insurance from the time services commence until services are completed. Should

any required insurance lapse during the contract term, requests for payments originating after such lapse
shalf not be processed until the City receives satisfactory evidence of reinstated coverage as required by this
contract, effective as of the lapse date. I insurance is not reinstated, City may at its sole option, terminate
this contract effective on the date of such lapse of insurance.

5. Place such insurance with insurers and agents licensed and authorized to do business in Arizona and
having a Best's rating of no less than A-VIL

6. Maintain such coverage continuously throughout the term of this confract and without lapse for a
period of two (2) years beyond the contract expiration, should any of the required insurance be provided
under a claims-made form, to the extent that should occurrences during the confract term give rise to the
claims made after expiration of the contract, such claims shall be covered by such claims-made policies.
Such extension of coverage shall be evidenced by annual certificates of insurance.

Subcontractors and Sub-Subcontractors

Contractor shall include all subcontractors and sub-subcontractors as nsured under its policies or shall furnish
separate certificates and endorsements for each subcontractor. All coverage for subcontractors and sub-
subcontractors shall be subject to all of the requirements stated herein for the contractor,

Safety

The Contractor shall be solely and completely responsible for conditions of the job site, including safety of all
persons (including employees) and property during performance of the work. This requirement shall apply
continuously and not be limited to normal working hours. Safety provisions shall conform to all applicable federal
(including OSHA), state, county, and local laws, ordinances, codes, and regulations. Where any of these are in
conflict, the more stringent requirement shall be followed. The contractor's failure to thoroughly familiarize himself

with the aforementioned safety provisions shall not relieve him from compliance with the obligations set forth
therein.

Records: Pursuant to provisions of Title 35, Chapter 1, Article 6 Arizona Revised Statutes 35-214 and 36-215 each
contractor shall retain, and shall contractually require each subcontractor to retain, all books, accounts, reports, files
and other records relating to the acquisition and performance of the contract for a period of five (5) years after the
completion of the contract. All such documents shall be subject to inspection and audit at reasonable times. Upon
request, a legible copy of any or all such documents shall be produced at the offices of the City Attorney or City
Procurement Office.

Confidentiality of Records: The contractor shall establish and maintain procedures and controls that are acceptable
to the City for the purpose of assuring that no information contained in its records or obtained from the City or from
others in carrying out its functions under the contract shall be used by or disclosed by it, its agents, officers, or
employees, except as required to efficiently perform duties under the contract. Persons requesting such information
should be referred to the City. Contractor also agrees that any information pertaining to individual persons shall not
be divulged other than to employees or officers of contractor as needed for the performance of duties under the
contract, unless otherwise agreed to in writing by the City of Tempe.

Notices: All notices, requests, demands, consents, approvals, and other communications which may or are required
to be served or given hereunder (for the purposes of this provision collectively called "Notices"), shall be in writing
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and shall be hand delivered or sent by registered or certified United States mail, return receipt requested, postage
prepaid, addressed to the party or parties to receive such notice as follows:

a. If intended for the City, to:

City of Tempe Procurement Office
Attn: Procurement Officer

20 E. 6" Street (Second Floor)

PO Box 5002

Tempe, Arizona 85280

b. If intended for the contractor, to:

The confractor at the contractor's address
and the attention of the person named as
provided in the offer of this confract.

or to such other address as either party may from time to time furnish in writing to the other by notice hereunder.

Proposal Opening: Proposals shall be opened at the time and place designated on the cover page of this document.
The name of each offeror and the identity of the RFP for which the proposal was submitted shall be publicly read
and recorded in the presence of witnesses. Proposals, modifications and all other information received in response
to this RFP shall be shown only to City Personnel having a legitimate interest in the evaluation. "PRICES SHALL
NOT BE READ". After contract award, the proposals and the evaluation documentation shall be open for public
inspection.

Proposal Evaluation: In competitive Sealed Proposals, awards shall be made to the responsible offeror whose
proposal is determined in writing to be the most advantageous to the City taking into consideration the evaluation
factors set forth in the RFP. The City shall be the sole judge as to the acceptability of the products and/or services
offered.

Discussion with Responsible Offerors _and Revisions to Proposal: Discussions may be conducted with
responsible offerors who submit proposals determined to be reasonably susceptible of being selected for award. The
City may ask to obtain pertinent information for the purpose of clarification to assure full understanding of, and
responsiveness to, the solicitation requirements. Should the City elect to call for ‘best and final' offers, offerors shall
be accorded fair and equal treatment with respect to any opportunity for discussion and revision of proposals, and
such revisions may be permitted after submissions and prior to award for the purpose of obtaining best and final
offers. In conducting discussions, there shall be no disclosure of any information derived from proposals submitted
by competing offerors. The purposes of such discussions shall be to:

A. Determine in greater detail such offeror's qualifications;

B. Explore with the offeror the scope and nature of the project, the offeror's proposed method of
performance, and the relative utility of alternate methods of approach;

C. Determine that the offeror will make available the necessary personnel and facilities to perform

within the required time; and

D. Agree upon compensation which is fair and reasonable, taking into account the estimated value of
the required services, and the scope, complexity and nature of such services.

Key Personnel: It is essential that the Contractor provide adequate experienced personnel, capable of and devoted
to the successful accomplishment of work to be performed under this contract. The Contractor must agree to assign
specific individuals to the key positions.

A. The Contractor agrees that, once assigned to work under this contract, key personnel shall not be
removed or replaced without written notice to the City.
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B. If key personnel are not available for work under this contract for a continuous period exceeding
thirty (30) calendar days, or are expected to devote substantially less effort to the work than initially
anticipated, the contractor shall immediately notify the City, and shall, subject to the concurrence of the
City, replace each person with personnel of substantially equal ability and qualifications.

Confidential Information:

A. If a person believes that a proposal offer or specification, contains information that should be
withheld, a statement advising the City Procurement Officer of this fact shall accompany the submission and
the information shall be so identified wherever it appears.

B. The information identified by the person as confidential shall not be disclosed until the City
Procurement Office makes a written determination or until after award of proposal.

C. The City Procurement Office shall review the statement and information and shall determine in
writing whether the information shall be withheld. After award of contract, all bid response information
shall be available for public inspection.

D. If the City Procurement Office determines to disclose the information, the offeror shall be informed
in writing of such determination. After award of contract, all proposal response information shall be
available for public inspection.

Payments - After Acceptance of Delivery: The City shall make payment in full to the successful contractor within

thirty (30) days after receipt and acceptance of delivery. Unless terms other than net thirty (30) days are offered as a
discount.

Indemnification: To the fullest extent permitted by law, the Consultant shall defend, indemnify and hold harmless
the City, its agents, officer, officials, and employees from and against all claims, damages, losses and expenses
(including but not limited to attorney's fees, court costs, and the costs of appellate proceedings), arising out of, or
alleged to have resulted from the negligent acts, errors, mistakes, omissions, work, services, or professional services
of the Consultant, its agents, employees, or any other person (not the City) for whose acts, errors, mistakes,
omissions, work, services, or professional services the Consultant may be legally liable in the performance of this
contract. Consultant’s duty to hold harmless and indemnify the City, its agents, officers, officials and employees
shall arise in connection with any claim for damage, loss or expenses that is attributable to bodily injury, sickness
disease, death, or injury to, impairment, or destruction of any person or property, including loss of use resulting
therefrom, caused by any negligent acts, errors, mistakes, omissions, work, services, or professional services in the
performance of this contract by Consultant or any employee of the Consultant, or any other person (not the City) for
whose negligent acts, errors, mistakes, omissions, work, or services the Consultant may be legally liable. The
amount and type of insurance coverage requirement set forth herein will in no way be construed as limiting the
scope of indemnity in this paragraph.

Taxes: Propose all products F.O.B. Tempe, prepaid. Do not include any Sales, Use or Federal Excise Tax in your
proposal pricing; unless specifically requested on the Price Sheet(s) within the RFP document. The City is exempt
from payment of Federal Excise Tax and for proposal evaluation purposes will add Sales or Use Tax as
applicable. For proposal evaluation purposes, transaction (sales) Privilege Tax to be paid (returned) to the City of

Tempe, will be considered as a pass-through cost of Tempe vendors and calculated as a realize net expense of
zero (0).

Unauthorized Firearms & Explosives: No person conducting business on City property is to carry a firearm or
explosive of any type. Any City bidder, contractor or subcontractor is to honor this requirement at all times and
failure to honor this requirement will result in contract cancellation. This requirement also applies to persons who
maintain a concealed weapon’s permit. In addition to contract cancellation, anyone carrying a firearm or explosive
device will be subject to police and legal action.




Scope of Work

The City of Tempe (City) is seeking proposals to establish a contract for professional advertising and marketing services
during a two- year contract period. The resulting contract is subject to renewal for subsequent periods as provided for in
the Special Terms and Conditions section of this Request for Proposal (REP). Award of a contract will be to a single
contractor.

Background:

The primary purpose of this contract is to provide professional advertising and marketing services, which will increase
ridership and enhance the positive public perception of Tempe in Motion (TIM) in the community. Tempe residents
approved funding in 1996 for additional transit services. As a result, Tempe residents must be informed of the services
available and the allocation of their transit dollars. TIM implements bus service improvements typically twice a year, usually
in January and July. In addition, the METRO light rail line will begin operating in Tempe in December 2008.

TIM is the single identifier for all alternative transportation programs offered by the City. TIM is intended to identify the
City’s Transportation Division and to act as an umbrella to quickly communicate the City’s transportation mission to City
residents and employees. TIM is dedicated to developing and promoting programs that support pedestrian, bicycle, bus, and
light rail improvements. In addition, bus and light rail service also fall under the regional Valley Metro brand.

Objectives:
The primary goals of this confract are to increase public awareness and positive perception of TIM as a multi-modal system,
and to increase use of alternative modes of transportation in Tempe.

Target Markets:

The target market consists of three target audiences within the Tempe community:
*  Adults ages 25 to 49
= Teens ages 13 tol8 (all Tempe residents ages 6 to 18 are eligible for a free, Valley-wide transit pass)
*  ASU students ages 18 to 24 (all ASU students are eligible for a free, Valley-wide transit pass)

Scope of Work:
This Scope of Work includes planning and advertising efforts with an emphasis on creative ideas and approaches to garner
positive public perception and increase participation.

1. Plannin
A. ]gDevelop marketing proposals and strategies using research findings provided by the City, including annual
telephone survey.
B. Review and provide input on research materials.
C. Develop and recommend specific marketing strategies to support increased bus and light rail ridership,

decreased driving and a positive public perception of TIM.

2, Advertising
The Contractor will develop creative strategies for a campaign to:
A, increase the use of alternative modes of transportation in and around Tempe,
B. increase bus and light rail ridership in Tempe, and
C. improve public perception and support of TIM

In addition, the Contractor is required to monitor, evaluate and report advertising results.

3. Media

The Contractor will not charge a mark-up on media costs to the City. The Contractor will be responsible for all
aspects of media buying including:

A. Planning (including suggested use of media vehicles to be used. Suggested mediums include local print,
cable television, light pole banners and online advertising)
B. Purchase

C. Verification



D. Monthly analysis

4. Budget
A budget of $385,000 annually will include the following:
A. Creative planning (samples of previous transit and/or government-related ads/campaigns should be
included)
B. Media planning, buying and analysis (City will not pay mark-up on outside costs)
C. Media and ad production (City will not pay mark-up on outside costs)
Proposal response shall include a detailed budget with proposed agency costs presented in a monthly flat fee. A
minimum of $210,000 should be spent on media placement. Responses shall include costs broken out by agency
costs and outside costs (production of print ads, TV spots, light pole banners, web banners, etc.). Research costs are
handled separately and will not be the responsibility of the agency. Public relations promotions will not be the
responsibility of the agency.
5. Reporting
A, Contractor wili provide an advertising analysis on monthly basis, including monthly advertising costs-to-
date vs. budget.
B. Contractor will include measurement of the effectiveness of the campaign.
6. Agency Requirements
Experience in the areas of transportation and public process are important. Propesals should include:
A, Education and experience of key people who will be assigned to account.
B. Key people assigned to account must have a minimum of two years of advertising experience.
C. Percentage of time that each key person will spend on this account throughout the year.
D. Specific examples of prior client experience with similar programs focusing on “personal choice” issues.
E. Demonstration of ability to be creative within parameters {(e.g., limited budget; various stakeholder interests;
continuing use of Tempe in Motion identity and “bus, bike, walk, rail” tagline, while also fitting under
Valley Metro brand).
F. Agency philosophy and client list.
G. Employee turnover rate.
The City shall have approval of all agency personnel assigned to this account, including any changes in personnel
during the course of the contract.
Proposal Layout

Each agency will be evaluated on the soundness of its proposal, with particular emphasis on an understanding of the scope of
work, including creative approach and budget. Each proposal should not exceed 20 pages. Proposals should be compiled in
the following order:

L.

2.
3.
4

Section A: References, employee/agency client experience

Section B: Understanding of TIM program/target markets

Section C: Samples of previous campaigns/ads/TV spots '
Section D: Costs (agency vs. outside) to include agency fee, production costs and media placement
costs/recommendation. Travel and per diem costs are to be included.



This media plan is a draft and is subject to change once agency reviews existing research materials.
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